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Silverlite Your Windows for Perfect Lighting 


ILVERLITE alkmetal reflectors bring window light- | crystal glass. The instantly adjustable neck on each 
ing to the point of efficiency. Silverlite makes possible the use of different size lamps 


The absence of all glass from the reflector reduces light | gach in its proper focus. 
absorption to a minimum, although the luster of the 
pure silver reflecting surface is equal to highly poli ished | Write us for complete details. 


Chicago, Tl. San Francisco, Cal. Seattle, Wash. Atlanta, Ga. 
Boston, Mass. Cleveland, O. nN Buffalo, N. Pittsburgh, Pa. 
Cater Cg hewn rage C ® Pp eo a “Ala. Los Angels. Cal. 
incinnati, O. ashington, V. ©. Philadelphia, Pa. St. Louis, Mo. 
24th Street and 10th Avenue, New York ee 


CANADA 
Associated with The Robert Mitchell Co., Ltd., 
64 Belair Ave., Montreal 





3 Va 


te r 


LP TAUOV MIO 


Maks. 2 


OES SOT a 


aaa 

















NINE YEARS--- 


AND NOT ONE 
REFLECTOR 


TARNISHED! 




















Silvered REFLECTORS 
STAY BRIGHT! 


We are now completing the ninth year of a remarkable manu- 
facturing record. 


Although “Pittsburgh” Reflectors carry a five-year guarantee, 
not one made since we first wsed the coppering process 
(August 1, 1916), almost nine years ago, has ever been re- 
GUARANTEE ported to us as having the silvered reflecting surface tarnish 
or discolor, or the backing crack, check or peel. 
We absolutely and unconditionally 
guarantee that the backing on The value of any reflector is determined by the lasting quality 
“Pittsburgh” silver-plated glass re- of its reflecting:surface. Plainly, then, “Pittsburghs” are the 
flectors will not crack, check or : : Pease 
posk, end that the siveced teliént- reflectors for your show windows. Our service is based upon 
ing surface will not tarnish during long experience in the science of show window lighting, and 
a period of five years from date of “Pittsburgh” Reflectors will give you the maximum of re- 
purchase. flected light over a long term of years. 


Write for a free copy of booklet—“Show Window Lighting” 


PITTSBURGH REFLECTOR COMPANY 


(Formerly Pittsburgh Reflector & Illuminating Co.) 
403 BOWMAN BLDG. THIRD AND ROSS STREETS PITTSBURGH, PA. 


BRANCHES: New York, 145 W. 4list Street (at Broadway) 
Chicago, Machinery Hall, Clinton and Washington Streets 


REPRESENTATIVES IN: 


Philadelphia Mexico City Jacksonville, Fla. Salt. Lake City Indianapolis 
Charlotte, N. C. Detroit Havana Seattle Cleveland 
Dallas San Francisco Los Angeles Toronto Montreal 
Baltimore Kansas City Louisville Syracuse Minneapolis 
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“Sol” Satine Lends Its 
Charm With Modesty 


HE casual window shopper will hardly know it’s there, 

6 ts so perfectly does it finish and set off the ‘display man- 
ager’s work. “Sol” Fabric will do the same for your 
merchandise displays. For each display you'll find one of its 
36 lustrous shades to be just right. Its pliant body is a de- 
light to handle. “It wears forever,” and it’s surprisingly low 
priced. Use it once and you'll always keep an assortment 
. of fadeless colors on hand. Comes 32, 36 and 54 inches wide. 


Write for Samples and 
Color Chart 
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S. M. HEXTER & CO., Sole Owners SATINE 


CLEVELAND, OHIO REG.US. PAT. OFF, 
BRIGHT AS THE SUN 
New York Office: 1140 Broadway WEARS FOR EVER 























FREE IDEAS 


Yes, free as air—but positively invaluable to folks 
interested in EVERLASTINGLY BEAUTIFUL win- 
dow signs. 

It will be a pleasure to draw upon our experience 
in this field, covering a period of 43 years, for sug- 
gestions that will assist you in the proper advertising 
of your merchandise. : 

Upon request we will gladly submit ideas for cast 

Pome Fee Fo bronze or composition metal signs, name plates, card 

ears Good HeolthyGo UN holders, frames, etc.—whether you need one or as 
ene many as one thousand. 


BRONZE BUSINESS BOOSTERS 


Newman Bronze Signs are the first choice 
of display managers and national advertisers 
the world over. 

From pattern to packing case they receive 
the same treatment at the hands of true ar- bronze frames. Dozens of styles. 

"7 mi ae finest ane soars “NEWMANCO” BRASS RAILINGS 
1" piles puparestaanetbirindh +9: tis: Tr —built extra sturdy to weather hard knocks 

Write for our latest catalog of bronze win- 1 ain: Giada at Whe 
dow signs and the free ideas for mediums that _ x: ad x 
will boost your business. 





BULLETIN BOARDS AND DIRECTORIES 


with removable letters and either brass or 











Representatives Wanted Everywhere Display Services: Write for Discounts 


THE NEWMAN MANUFACTURING CO. 


Founded in 1882 420 ELM ST., CINCINNATI, OHIO 
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Keeping Faith 


EAR after year the manufacturers of dis- 
play equipment have never failed the Inter- 
national Association of Display Men in 
giving their best cooperation and support at 
their annual conventions. In fact, the ex- 

hibits have ever been one of the outstanding features 
of every meeting thus far held. Many of these exhibits 
are planned months in advance and when ready for in- 
spection by convention visitors represent a considerable 
outlay of money. The exposition as a whole is highly 
educational and instructive and does receive the care- 
ful attention of the attending displaymen. 


The manufacturers have carefully nursed an abiding 
faith in the future of the display profession and have 
always willingly cooperated for the general good when- 
ever called upon to do so. Some of the display manu- 
facturers have exhibited at conventions for a decade 
or more. Such faith in the possibilities of good in an 
association dedicated to the uplift and advaticement of 
a profession and industry is founded on an appreciation 
of the existing opportunities for constructive effort. 

Such faith deserves the respect of every displayman 
individually and the International Association of Dis: 
play Men as a unit. Such faith calls for a sincere de- 
votion to its purpose and aims on the part of the 
Association, 

But is the Association keeping faith with the manu- 
facturers and itself. There is a crying need for a year- 
round educational program that will make the Asso- 
ciation a real influence. We speak not critically of the 
past, but rather constructively for the future. 

When the registration lists of recent-I. A. D. M. 
conventions are studied, one is somewhat amazed with 
the fact that the total attendance has been only from 
350 to 409 displaymen. Surely there is a lack of pur- 


pose somewhere if such an annual event that is so 
pregnant with possibilities and that is so well sup- 
ported by the display manufacturers cannot bring to- 
gether more than this limited number of the profession, 
when thousands of voung men; are engaged in the art, 
many of them yearning for knowledge and inspiration 
to lead them on to advancement. 


Of course if the truth may be spoken, the fault lies 
in the lack of year-round activity on the part of the 
Association so that it might demonstrate its life, its 
sincerity and its usefulness to the craft fostered. 


From the rostrum of the St. Louis convention more 
than once was the suggestion sounded that the Associa- 
tion must embark upon an educational program that 
functions throughout the year, this course also having 
been urged upon several occasions through the columns 
of The DISPLAY WORLD. The holding of an 
annual convention alone will never justify the support 
of the display profession and the Association will have 
to continue its course with a limited membership that 
cannot be representative nor adequately promote such 
an important field as window display advertising con- 
stitutes. 

This weakness has been secretly acknowledged by 
any number of the past officers of the Association, but 
all have felt that under existing conditions it was im- 
possible to undertake a new program with success. 
The time to take up this constructive work is in the 
present when the need is so apparent. The newly 
elected executive personnel have a life-time opportunity 
and if carried out will have served well and in a manner 
that will give great satisfaction for a work well done. 

And lastly, the Association must keep faith with the 


display manufacturers who have so consistently and 
ably supported its activities since the very beginning. 
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Certain sole points of merit have demonstrated beyond all dispute the superiority of NS 
Benjamin Porcelain Enameled Reflectors for Industrial and Commercial Buildings. 

The same exclusive Benjamin features adapt these reflectors preeminently for the 

lighting of Show Windows. 


Because of inherent properties in Crysteel Porcelain Enamel, a great flux of light, free 
from streaks and garish beams, yet with a mellowness not possible with other reflecting 
surfaces, is directed to the goods upon display. Direction and diffusion are accomplished 
by one reflector. 

Crysteel Porcelain Enamel, whitest of white,“Clean as Crystal—Strong as Steel,” is 


impervious to heat or other deleterious influences. It will not discolor, stain nor tarnish. 
Its unbreakable surface is easily cleaned of offending dirt or dust with a damp cloth. 


Its peculiar characteristics make it especially advantageous for reflecting true color value, 
thus dressing up and animating window displays. 


A 


There is also a considerable saving in the cost of a window installation with Benjamin 


Porcelain Enameled Steel Reflectors. 


No. 15103N, the “Puttee,” is a splendid general purpose reflector for all windows of 
usual dimensions and where ordinary intensities of illumination are required. 


No. 15106N, the “Spat,” is used in all windows of usual dimensions where higher 
intensities are required, and is especially adaptable for flush mounting with false ceilings. 


3EN7AMI 


Benjamin installation fittings make it easy to install the Benjamin Reflectors. They also 
enable the window trimmer to quickly detach the reflector for cleaning and then just as 
quickly return it to its place. No. 1406 has screw thread for shade holder No. 4377. 


For color lighting the Laco Colorlite is ideal—it permits the use of full color effects to bring 
out the beauty of goods under display. There is a choice of amber, red, green and_ blue. 
The illustration shows how it attaches to the lamp. Readily put on or taken off. 


Benjamin Electric Mfg. Co. 


247 West 17th Street 120-128 South Sangamon Street 448 Bryant Street 
New York Chicago San Francisco 
Manufactured in Canada by the Benjamin Electric Mfg. Co. of Canada, Ltd., Toronto, Ontario 
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Importance of Show Window Displays 


Nationally known store executive during address at recent convention 
of displaymen emphasizes power of window in sale of merchandise 


By RALPH F. GAMBLE 


General Manager, Stix, Baer & Fuller Company, St. Louis, Mo. 


SYCHOLOGICAL tests have proven that 
the ratio between comprehension through 
visualization and through reasoning and 
other processes, is 16 to 1, which means 

that the display seen by the average customer should 
arouse far more intensive interest than could be aroused 
through the printed word. This statement need not in 
any way disparage the value of the newspaper mediums 
or direct by mail mediums as a part-of a store’s pub- 
licity program, for the enormous circulations of such 
organs is the thing that throws the burden of the store’s 
advertising upon them. 

To teach a child the natural concepts with which he 
must be equipped in life, one does not begin by describ- 


ing to him in words what the objects about him are.. 


We do not say, for instance, “A chair has four legs, a 
back and a seat,” but rather we point to the object and 
say, “chair,” until he comprehends the meaning. The 
picture of a dog is presented to the child, over and over, 
rather than the description of a four-legged animal that 
runs and barks and protects the home from intruders. 
The child early learns to visualize, and after that the 
other qualities such.as breeds of dogs, habits, etc., be- 
come a part of his knowledge through experience. 

The earliest education then is through visualization, 
and therefore plays a tremendous part in the functions 
of each individual mind. Interpretation through sight 
is common to all, and is therefore the fundamental 
medium for the transmission of ideas. Language may 
be too elegant to create an appeal, but the display win- 
dow “speaks from the shoulder” so to speak, to the 
customer, 

I asked one of the foremost advertising men in the 
country what he considered the most defective factor 
in modern civilization. He instantly replied, “The 


’ transmission of ideas.” 


The written page seeks to make its background 
through the words that bring up before the mind a 
definite picture. Pick up your paper and turn to the 
ready-to-wear section saying “Dresses at $12.75, ap- 
propriate for sports wear, golf, motoring, etc.,” or take 
another for “Gowns at $45.00, appropriate for the 
Spring Garden Festival.” 

The illustration accompanying the ad must perforce 
have meager background, for space is valuable, and 
the style of the frock must be pictured. 

Your window, like a snap-shot, tells in an instant’s 
time what it would také several moments to portray 
in words. Your garden‘is suggested by a trellis, vines, 


grass, etc. Your sports by numerous accessories, tennis 
recquets, golf clubs, or the striped awning at the club- 
house window. 

Your season expressed in type says “Winter” or 
“Autumn,” but calls up a variety of impressions in 
the reader’s mind. To one, winter is bleak and cold; 
to another, the beautiful whiteness of the snows is para- 
mount; to another, the word sends red blood coursing 
through the veins, for skating and skiing become 
realities. 

Through your windew the season becomes animated, 
and the impression which you desire to leave is fairly 
uniform. 

You have, therefore, a natural medium for convey- 
ing to the public true merchandising facts, which is 
scarcely equalled by any feature of a merchant’s ad- 
vertising program.., 

Let us then consider the natural relation which your 
important offices bear to the entire publicity program 
of a house in establishing it as a representative and 
reputable concern in your community. 

It is obvious to state that your obligation, as well 
as my own (which, by the way, cover a far different 
end of the business), is to assist our firm in making 
money. 

Merchandise is sold from three basic appeals, 
namely—the human interest, price and utility appeal. 
The human interest appeal creates a desire that has not 
existed before, or brings to the foreground a subcon- 
scious desire through fashion rightness. This latter 
term I use to apply everything as well as appeal. Fash- 
ion very defintely affects furniture types, color har- 
mony to be used in interior and exterior decoration, 
drapery fabrics, luggage, etc., and therefore reaches to 
every nook and corner of the store. There is the 
human interest as well as the utility appeal in a better 
pan to bake a cake, in a new type of lawn swing, as 
well as in the straight line frock if a hip fullness has 
been the vogue. 

In every institution price plays an important part in 
business. The various factors that govern the prices 
fixed by merchants will not be gone into here, but 
suffice it to say that the price on all regular merchandise 
must be right. A merchant who is able to make an 
unusual purchase, and is able to present these price 
concessions to his patrons, goes a long way in enlisting 
their good will. Price adjustments also make it pos- 
sible for a merchant to distribute his business through- 
out the year. For instance, price reductions are re- 
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sponsible for the huge August sales of furniture in a 
season that would normally be at a stand-still, and like- 
wise for the August sale of furs. The utiity appeal 
must be combined with price and human interest, for 
after all the final use to which the article will be put, 
motivates the greatest percentage of purchases. 

You and I speak glibly of “promotion,” which in 
the final analysis is nothing more than putting these 
three appeals over to the public. “Service,” that in- 
tangible asset which every house must achieve to give it 
character and atmosphere and to secure for it an ever 
returning patronage, is one big factor in success. 

The display of merchandise in the house so that 


bl 


customers within the four walls can be influenced to 
purchase, and the proper advertisement of merchandise 
and the publicity of the store to bring customers to 
the house, are probably the other keynotes of every 
promotional program. 

Newspaper advertising in itself could never put a 
store across, nor would direct by mail, nor interior or 
exterior display, nor billboard display, but a combina- 
tion of all, backed by the merchandise that will stand 
up under the human interest, price and utility appeal, 
can not help but put across an increasing business, 
providing, of course, that service, the intangible, is 
what it should be. 

Window displays, like newspaper advertising, may 
be of three kinds, first, the institutional, whose purpose 
it is to acquaint the public with that real quality of 
merchandise upon which a house is building, and also 
displays that will impress the public with the business 
alertness (if you will call it so), and integrity with 
which the house is meeting its public. 

Then there is the sales window, which is a powerful 
wedge between the newspaper and the public niund, and 
which can give the necessary leverage to put a sale 
across. These displays are built upon an item that is 
wanted because of its timeliness and where pressure 
only is needed to make the public buy. 

The fashion display is probably the most powerful 
of all, and yet most often neglected. It is through this 
display that a desire is created to purchase that which is 
of the hour, but properly priced. 

Retail houses are usually promoted and operated 
along the same fundamental lines, with about the same 
margin of profit. Ina given town there may be several 
stores with stocks very similar, therefore, every store 
must create its own individuality through originality 
to attract its own clientele. 

Aside from service are always differences as well 
as similarities in stocks, and these must be discovered 
and capitalized. Sometimes the color range, sometimes 
the completeness of stocks can be featured. In a horse 
race the victor need not win by any number of yards, or 
a length, or a neck, but simply by the margin of a wire, 
So in business the finding of the difference and the 
capitalization thereof may be responsible for bringing 
the customer to your house instead of a competitor’s. 


July, 1925 


Windows do invest merchandise with an interest 
impossible to created through any other medium, and 
certainly the individuality of merchandise and of a 
house can be dramatized in such a way as to convert 
many a customer. Certainly the manner in which mer 
chandise is dramatized to bring out the distinct features. 
speaks of the success or failure of the display manager. 
It is easy to pick twelve smart looking dresses from 
a group of say four hundred for a window display, 
but clever is the displayman who, realizing the vogue 
for white, manages to spotlight and register it through 
his window. 

The possibilities before your are tremendous. Is 
it not a recognition of the facts just outlined that have 
led large houses to allow increasing appropriations to 
this department? But let these increased appropriations 
be spent in an increasingly intelligent way. A budgeted 
department is the only intelligent solution. The de- 
partment which must live on a $500 appropriation for 
a special spring trimming, and a $1,000 appropriation 
for fall, must live from hand to mouth, use what display 
features are on hand, and is not beginning to produce 
the returns which such a department should. It is 
possible to plan a year around budget that insures as 
consistent a presentation of merchandise through dis- 
play windows throughout the year as is presented 
through the press mediums. Every display depart- 


‘ment should operate from a budget. 


I have not mentioned the importance of interior 
display, but far too little attention is given by display 
departments to this big feature. You who have the 
trained eye for display, should lessen the crudities of 
the home-made display put up by the best intentioned 
sales force or department head. Yours is not to criti- 
cise, but rather to make each department feel your 
interest and depend upon you for the fineness of de- 
tail that gives the finished touch. 

Sir John McDonald, one of Canada’s greatest prime 
ministers, was in the midst of a national campaign. 
It was such as is rarely fought, involving bitter state- 
ments from press and platform. To all the bitter 
railleries of the campaign, Sir John McDonald did not 
reply until at a mass meeting called by his Cabinet, 
when still no word was uttered, the audience became 
restless, and Sir ‘McDonald, catching the pulse of the 
crowd, said “When I was a boy, we lived near a farm 
with an orchard. One tree bore especially delicious 
fruit and it was from this that the boys sought to ap- 
propriate apples. The farmer always found that the 
tree which bore the richest fruit had the most sticks and 
stones under it.” 

You command and nurture one of the richest fruit 
bearing departments in the organized retail business. 
Yours is a business-getter and therefore will be under 
fire constantly. No profession affords a greater opper- 
tunity for the demonstration of originality, ingenuity 
and resourcefulness. The retail business is demanding 
more from you, but the great opportunity is yours. 
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Unique Display For Shrine Conclave 


Series of windows created for annual meeting of Nobles of Mystic 


Shrine proves interesting attraction to Los Angeles visitors 


By SCOTT L. CRAIL 
Display Manager, Mullen & Bluett, Los Angeles,-Calif. 


ANY displaymen in the larger cities can 

no doubt appreciate just what the enter- 

tainment of the annual Shrine conclave 

in a city entails in the way of decora- 
tions, work and thought. If there is any one group 
or organization that calls for an elaborate display 
program, it is surely the Shriners and Los Angeles, 
united wholeheartedly in preparing for them and 
making them welcome. 

In connection with ovr windows a setting which 
would exude the Shrine spirit and still not inter- 
fere with the display of merchandise was desired. 
A map of the United States showing the various 
temples headed toward Los Angeles furnished the 
idea. This we developed in a window display that 
caused no end of favorable comment, blocked the 
sidewalks, and caused hundreds of men and women 
from all parts of the country to write complimen- 
tary letters to the management. 

Miniature models of Shriners, camels and ele- 
phants were cast in plaster of paris. The men 


were about six inches tall, painted in the bright 
colors corresponding with the patrol uniforms of 





Two Windows of the Series Created by Mr. Crail for the Annual Shrine Conclave Held in Los Angeles. 


the different temples. Twenty groups were in the 
different marching formations, each led by a figure 
carrying a small banner with the name ot the 
and.city upon it. Other figures brought ‘up the rear 
leading camels and elephants. The number in each 
group was governed by the temple’s membersnip. 

The delegations were marching across a ten- 
inch path of sand, which wound around through the 
windows in such a way as not to interfere with 
the merchandise displays, and led to the magic city 
in the main window.* Here was a silvered minia- 
ture city of Bagdad, with colored lights playing on 
the turrets and spires. The five California temples 
were at rest on the sand, having already arrived, 
and the Los Angeles temple, “Al Maliakah,” stood 
at attention before the gates of the city} 

The display required five hundred little men, 
sixty camels in walking and reclining positions, and 
four elephants. They were made in the*art de- 
partment of one of the moving picture studios and 
their bright little uniforms and faultless propor- 
tions created a great deal of interest among the 
visitors to Los Angeles. 
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Ornamentation In Display Window 


What it is and how it should be used as a means of enhancing the 
value and effectiveness of merchandise presentations 


By HENRY SHERROD 
Display Manager, Newcomb-Endicott Company, Detroit, Mich. 


NY review of art is a luminous picture of 

the history of mankind and its phases 

are marked out by the great historical 

revolutions, but, like the continuous 
progress of humanity itself, of which it is only the 
more pleasing outcome, it forms in its career of 
many thousands of years one uninterrupted chain, 
exhibits one continuous evolution, and reveals a 
constant striving for perfection. 

The value of ornamentation in display is one 
phase of the modern window decorating art that 
seems general of appreciation, yet there are far too 
many flagrant violations of ornament injection and 
These breaches are due to an 


color application. 





insufficient grounding in the principles of decora- 
tive embellishment or ornament, which is reason 
for a frequent over-employment or under-use of it. 

The term “ornament” in its limited sense* in- 
cludes such of the elements of decoration as are 
adapted or developed from natural foliage. These 
differ from the geometrical elements in as much as 
they are organic, possessing stems, leaves, flowers, 
etc., while the latter, the geometrical elemtnts, are 
inorganic. | 

When merely drawn on paper and unapplied, a 
foliated element is considered in the abstract “or- 
nament.” When applied to beautify an object it 
becomes an “element of decoration.” The term 


Effective Display Setting Created by Henry Sherrod, Newcomb-Endicott Company, Detroit, Mich. 
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“decoration” signifies the art or process of apply- 
ing the various elements.to beautify objects.. It is 
also used to denote the completed result. Thus the 
artist who is cccupied in the decoration of a win- 
dow may represent ornament in it, and when so 
applied this ornament becomes the “decoration” of 
the “window.” The elements of decoration are: 
Geometrical lines, ornament, natural foliage and 
other objects, animals and the human figure. These 
may be considered as the ingredients, and they are 
applied and combined one with another in various 
arrangements or features, according to acknowl- 
edged recipes which are termed “principles.” 
Whenever and wherever the hand of man has 
produced any decoration, be it original invention 
or but the arbitrary variation of some fundamental 
idea, the evolution was accomplished first, by ar- 
ranging and joining dots and lines, or by combining 
and dividing geometrical figures in accordance with 
the laws. of rhythm, regularity and symmetry ; or 
secondly, it arose or resulted from the attempt of 
the decorator to represent the objects of the ex- 
ternal world, ; ; 
It is obvious that all kinds of’ eléments: may be 
employed in combination; the geometrical may be 
combined or united with natural forms, the arti- 
heial with the organic, etc. Moreover, it is easy 
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Artistic Display with Harmonizing Architectural Effect by Henry Sherrod, Newcomb-Endicott Co., Detroit, Mich. 


for the human imagination to combine details taken 
from. nature into forms not. found in nature itself, 
such as Sphinx, Centaur, the mermaid, and animal 
and human bodies with plant-like terminations. 

Decoration is applied to countless objects with 
the possibility of the style being greatly varied 
without being arbitrary; being determined first by 
the aim and material of the object to be decorated, 
and second, by the ideas ruling at different periods 
and among different nations. A knowledge of it is an 
instructive and sociological factor of general culture. 

There is every evidence that the so-called primi- 
tive people—those living as far back as the Stone 
Age and Meial Age—carried on a lively commercial 
intercourse, and this fact accounts for the state- 
ment that the placé where a certain thing has been 
found can not truly be accepted as the country of 
its origin. 

The primitive ornament was purely geometric. 
The artists of these times seldom_rose to such 
heights as to attempt to imitate in their work the 
figures of men, animals or plants. Although there 
can not, of course be any mention @f “style” in 
connection with it—it was so- discotinected, so 
widely separated by time and space—still prehis- 
toric ornament, as such, is the nucleus upon which 
genuine styles were conducted later on. 
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Advantages of National Contests 


Closer contact established with retailers and their displaymen which 
leads to a greater interest by the entire force in the merchandise 


By ROBERT H. HELLER 
Supervisor of Displays, Winchester Repeating Arms Co., New Haven, Conn, 


HE manufacturer who conducts a window 

display contest benefits in many ways. 

Both directly and indirectly it can be 

counted on to produce added sales of the 

manufacturer’s products. Moreover, he establishes a 

closer contact with the dealer and his displayman than 

in almost any other means except visits by the salesman. 

In the first place, the displayman must study the prod- 

uct in order to adequately merchandise it in a display. 

Then the display stimulates business in the product, 

which in turn educates the sales force in its merits. 

This is educational work which the manufacturer can- 
not obtain so cheaply in any other way. 

Probably it is from the photographs received by the 
manufacturer that the greatest benefit is obtained. In 
our particular case.we very carefully study those that 
are entered in Winchester window display contests, for 
there is much information to be obtained from them. 
They tell us ‘something of the kind of customers the 
dealers cater to, which helps us to learn whether the 
the copy of our material carries the right appeal. 

We also learn many interesting things about the size 


of dealers’ windows and the kind of display fixtures, if 
any, which he uses. This information is exceptionally 
valuable in determining the kind of material to be pre- 
pared for the coming year. 

Finally, we learn how the merchant is showing Win- 
chester merchandise. Oftentimes a dealer will hit upon 
a clever and unusual method for merchandising our 
products, and this information can be passed on to 
others by means of our house organ, “The Winchester 
Herald.” 

Now, what does the display contest mean to the dis- 
playman? How does he benefit by it? Is there any 
inducement, aside from the prizes offered, for him to 
enter a window display contest? There is no doubt, 
of course, that the prize is of paramount importance to 
most displaymen when they enter a contest. This is 
only natural, and as long as the displayman does not 
permit his desire to win overcome his good judgment 
in reference to the display this is a good thing. 

However, there are other benefits. Competitions of 
this kind stimulate the displayman’s imagination, his 
inventiveness and his originality. Every display offers 


Display of a Completely Equipped Hardware Store by George F. Hauber, Emigh-Winchell Hardware Company, 
Sacramento, Cal. 
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Effective Display Tie-Up With the Film Version of Harold Bell Wright’s “The Mine With the Iron Door,” by 
C. W. Fryberger Hardware Company, Indianapolis, Ind, 


a problem in merchandising that is of great benefit to 
him. Even if he does not win a prize in the contest, he 
cannot help but have profited by the mental stimulation 
that the work has brought him. 

Let us consider this for a moment. When the dis- 
playman (and IJ mean by this the man with ability, who 
deserves the title “displayman’’) decides to enter a win- 
dow display contest he looks the problem over from a 
number of angles. He obtains all the data on the prod- 
uct and studies its sales points. Catalogues, display 
material, folders and other similar information is care- 
fully read before he plans his display. Perhaps he has 
an opportunity to talk with the salesman in the territory 
who sells the product, and from him receives many 
valuable suggestions and an idea of what others have 
cone and are doing. 

In determining the time for a display, the display- 
man must not only go through all the preliminary work 
that he does for an ordinary display, but he must also 
plan to make something of unusual worth. This means 
that ideas and plans that will do for the ordinary dis- 
play must be discarded and something evolved which 
he is satisfied will be above the average. 

Then he has all the handicaps which are character- 
istic of his particular store to consider. It may be 
located in a small town and the class of people to whom 
he must appeal may be of’a kind that will handicap his 
display. The store may be a small one, with small 


windows and with a store front which is not modern. 
This is a handicap to the displayman who wants to win 
a prize. He may be able to decorate these old-fashioned 
windows and to attract a lot of attention from the aver- 
age passerby, but still they will not look so weil in a 
photograph which he sends in. 

He must also consider the lack of display equipment 
and facilities, although if he has initiative he gets 
around this difficulty, asa rule. However, it is a handi- 
cap and one which he must consider. 

From the above it will be seen that there is plenty of 
chance for “headwork,” even before the display which 
is to be entered in the contest is made. Working out 
problems of this kind cannot help but benefit, and, 
whether or not he wins anything in the contest, he has 
received a measure of experience in his craft which is 
bound to profit him ia the future. To my mind, this is 
one of the most important benefits which. comes to the 
displayman from the window display contest. 

Working out the details of a display, translating the 
ideas which have been conceived into the actual dis- 
play, and then watching it fulfill its purpose by creating 
business for the store, is one of the most satisfying and 
enjoyable occupations one could wish for. And if, in 
addition to this, the postman brings a complimentary 
letter enclosing a check for a share of the prize money, 
that is so much clear profit on the investment in time, 
brains and effort. 
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Merchandising Importance of Window 


Retailers miss greatest chance for store development and sales when 


~¥ 


this medium is made secondary in their general promotion plan 


By JOHN H. DUBUISSON 
Display Manager, The Cain-Sloan Company, Nashville, Tenn. 


HOW me your company and I'll tell you 

what you are,” may be paraphrased to 

read, “Show me your windows and Ill 

tell you what you are,” for the progres- 

sive. up-to-date merchant of the present day is as much 

cancerned over the manner in which his goods are dis- 

played as he is interested in the quality of the goods 
he buys. 

Foremost among the employes of the modern 


store is a capable display manager, who is largely | 


responsible for the success or failure of the busi- 
ness. If he is a man thoroughly grounded in the 


principles of the art he will plan ways and means © 


of displaying merchandise so that it will be most 
alluring to the public eye. He will tactfully over- 
come all objections on the part of the department 
heads when these. objections arise through igno- 
rance on their part, and will show in such a clear 
and forcefult manner the results gained from attrac- 
tive window displays that he will not only cease 
to have the opposition of these people, but will 
have the satisfaction of having them finally leave 
the matter in his hands and consult him freely on 
the goods to be displyed. 


The displayman should insist that the best 
goods be brought forward and displayed in the 
windows. A merchant who keeps the best of his 
stock carefully closed away in obscure corners and 
displays inferior wares because of a false idea of 
economy will never attain the summit of success 
in his business that is reached by the man who shows 
the public that he is a first-class merchant, and if he 
does handle second-class material he does not make the 
mistake of displaying it. 

The wide-awake displayman realizes that he must 
make a study of human nature if he is to appeal to the 
public through his displays. He understands the frailty 
of humanity,- which is as old as creation itself. The 
forbidden apple in the Garden of Eden wouid probably 
have remained untouched had not the serpent called 
Eve’s attention to it and painted a colorful picture of 
the benefits to be derived from eating the fruit. So 
the displayman must tempt the public and excite inter- 
est in the goods displayed. The rest remains in the 
hands of the sales people. They, however, too fre- 
quently kill the interest of the buyer by an indifferent 
attitude or lack of interest in showing the customer the 
article displayed and further trying to make a sale. 


Window displays should be practical. No goods 
should be displayed which do not carry an appeal to the 
general public. In all department stores are to be found 
goods which will be bought even though they are never 
displayed, and which most everyone knows where to 
purchase. Therefore, windows should not be cluttered 
up with unattractive articles which “sell themselves,” 
and which the public buy if it need them. 


The practice of placing tags and price marks should 
not be indulged in too frequently, as this leaves nothing 
to the imagination. Many a sale has been made after 
the customer came into the store merely to ask the price 
of some article displayed, 


Another idea of false economy is the continued use 
of old settings or backgrounds. It is absolutely essen- 
tial that these be constantly changed and replaced by 
new and attracting settings, so that the store windows 
will not grow stale and thus cease to attract attention. 


People in ordinary walks of life know little or noth- 
ing of the technique of display work, but they are quick 
to note the difference between the windows of two 
stores, one of which has been installed by a skillful dis- 
playman and the other by a man of slipshod methods. 


Displays ought always carry a note of individuality. 
Original ideas should be developed, but great care ex- 
ercised to make no mistakes in drawing contrasts 
between different ages or periods of time, or any his- 
torical question. The windows of another store should 
never be copied, for itis a frank admission of an infe- 
rior intellect. 

Keep alive the spirit of the season in displays. 
Every month offers an opportunity to add atmosphere 
of national or local color to the windows. Do not fill 
the windows full of Christmas cheer and forget the 
advantages of this form of display during the remain- 
ing eleven months. Independence Day, Halloween, 
Thanksgiving and the dozens of other national events 
should be given careful attention as the opportunity is 
offered. The creation of settings that will aid in the 
success of civic and charitable projects always prove 
of inestimable value in adding prestige and good will 
for the store. 

The entire question of the success of window dis- 
play can be summed up that-merchandise well displayed 
is half sold, while that half displayed is never sold. 
Those merchants who are making this medium secon- 
dary in their general promotion scheme are missing 
their greatest chance for store development and sales. 
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Vacations Suggest Background Ideas 


Many opportunities offered enterprising displaymen in the creation of 
windows showing merchandise useful for vacation trips or outings 


By J. WALTER JOHNSON 
Display Manager and Art Director, The Powers Furniture Co., Portland, Ore. 



























ds ACATION windows are now the thing painting the framework is adaptable for many dif- 
he and the opportunities to make them at- ferent types of displays. 
id tractive are many. Scenic backgrounds Composition board again forms the prominent 
er are especially good for this type of dis- element and a glance at the suggestion will evi- 
to play, for with the average person looking forward dence the excellent vehicle it forms for the com- 
ad to or planning a vacation, an “outdoor” window pletion of effective settings. The practicability of 
setting will be doubly attractive, if given the this material warrants all the credit claimed for it 
proper details. and is substantiated by its daily use in the show 
id Luggage is an essential whether the vacation er 
ig is to be spent as an extended trip or a week-end Ingenious designers and skilled workmen of the 
or display industry are’ putting this material to such 


uting; so with that thought in mind the sugges- : : See 
7 & 8 88 effective and beautiful use that one is inclined to 
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. this are very plain and really need no description. of a few seasons back. One glance at the manu- 
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Midsummer Display Suggestion by J. Walter Johnson, Powers Furniture Company, Portland, Oregon. 
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Making Window Displays Effective 


Merchandise should be made integral part of display which should be 
supported by advertising linking it closely to the product 


By F. C. KENYON, Jr. 


Sales Promotion Manager, Congoleum-Nairn, Inc., Philadelphia, Pa. 


INDOW advertising. What is it worth? 

A big city merchant was asked this 

question. He replied: “As to what win- 

dow advertising is worth, I can tell you 
this: If, through some unforeseen circumstances, 
we were deprived of our show windows from, let 
us say, Monday to Saturday, there would be such 
a drop in sales that I hate to think about it!” 

Give your merchandise display and it will give 
you sales. This summarizes the form of appeal 
which manufacturers are constantly making to 
their trade. Every month tons of printed matter 
are distributed to retailers for the purpose of con- 
vincing them of the dollars-and-cents return to ac- 
crue through the siniple expedient of proper dis- 
play. 

There is no form of merchandise that can not 
be featured effectively. Certain commodities—like 
rugs, for example—are so attractive in color and 
pattern that they lend themselves easily to display: 





Others, like the great run of hardware goods, re- 
quire more ingenuity. But almost any article, with 
a judicious use of background and atmosphere, can 
be made to ptt across a selling message that will 
hit the eye of the passerby. 

Many manufacturers are strengthening their 
appeals for display space by offering free display 
material that will furnish background—drive home 
selling arguments. In fact, providing material for 
display has become general among manufacturers ; 
more, perhaps, than the retailer can use. But not 
more GOOD displays than he can use! 

How many manufacturers and merchants have 
overlooked two very important methods of making 
their window displays more effective? Here they 
are. First. make the merchandise an integral part 
of the display—-make your printed display material 
in such form that it REQUIRES the product to 
complete the picture. Second, support the window 
display by advertising, linking it closely to the 
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Model Arrangement of Congoleum Showing Merchandise as Important Part of the Display 
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“Congoleum Play Girl Display’ Which Illustrates Practical Use of the Product 


product. A display in which are shown figures or 
objects already familiar—through advertising—has 
more attention and selling value than one which 
has to “start from scratch,” so to speak. It is the 
old story of the value of repetition in advertising. 

Let us discuss the first of these methods—ut'liz- 
ing the actual product in an interesting display. 

Window material, like any other form of adver- 
tising, is good only to the degree in which it at- 
tracts attention to the uses and qualities of the 
product. Mere attention, created by a beautiful 
bizarre or comic display, is of litle value compara- 
tively. Backgrounds that show MERCHANDISE 
in actual use are far superior to mere PICTURES 
of the product in use. 

To illustrate what is meant by showing the 
product in use with the help of a display piece 
rather than merely picturing the product, let me 
describe one of our own recent displays—what we 
call the Congoleum Play Girl. It is a life-size, life- 
like cutout figure of a child, lithographed in full 
color, mounted on heavy board and supported by 
an easel back. Her hands rest on the rim of an 
old-fashioned wash basin in which floats a boat 
carrying a large sail. The sail, by the way, is a 
page torn from a magazine, a full-page Congoleum 
advertisement. 

This life-like youngster, playing with her basin 
of water set on an ACTUAL Congoleum rug, ef- 
fectively shows the PRODUCT IN USE. A lettered 


ART-RUCS 


harm for Every Roor 





card beside ker, reading “Spilled Things Won’t 
Harm This Beautifsl Congoleum Gold-Seal Art 
Rug—and It’s Child’s Play to Keep It Clean and 
Bright as New” further develops the idea. 

From an attention-arresting standpoint, it is 
safe to say that the Play Girl should be classified 
as a strikingly successful bit of advertising, for 
few pepole can fail to respond to the human-in- 
terest appeal of this winsome child engaged in a 
favorite diversion of childhood. The youngster’s 
cheery smile would melt the heart of a miser. 

Then, too, the idea has strong advertising value, 
for the basin portion of the cutout serves to em- 
phasize the waterproofness of Congoleum, a quality 
that has played an important part in popularizing 
these floor coverings with housekeepers every- 
where. From the Play Girl the eye instinctively 
wanders to the attractive Congoleum rug on the 
floor and then to the background—an effective ar- 
rangement of the newest designs and colorings 
from the dealer’s stock of Congoleum. 

And to strengthen the value of this display Con- 
goleum-Nairn features it simultaneously in its tre- 
mendous spring advertising campaign in the na- 
tional magazines. When women see that little girl 
and her smile again in the furniture dealer’s win- 
dow it has a double value. They associate it auto- 
matically with Congoleum rug advertising and 
with the favorable impression of the product ob- 
tained from reading that advertising. 
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Distinctive displays used exclusively by Chicago stores to promote 
‘purple as new color for costumes—Clearance sales inaugurated 


~ 


+ 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


N the eve of July 4th, the Chicago retail 

stores are getting under way with the 

“Annual July Clearance Sales.” Those 

stores that have not already inaugurated 
them will very probably fall in line directly after 
the holiday. - 


~ Whether or not these “sales,” at this time of 


year, are a business necessity or a bad habit the: 
- ner window at Field’s he was reasonably certain 


writer will not undertake the responsibility, of pass- 


ing judgment, but they are at least a certainty. 


However, it does seem strange to the lay mind that 
such a,strong ‘urge as from 20 per cent to.50 per 
cent discount from so-called legitimate regular sell- 
ing prices have to be made upon hot weather ap- 
parel during the month of July when the weather 
is hot enough to furnish all the urge necessary for 
the sale of seasonable goods. 

Pertinent to this thought, the hatters of Chi- 
cago have made a progressive move in the right 
direction by signing an agreement not to cut prices 
or advertise a discount sale on straw hats until 
August Ist. This movement was inaugurated last 
year with such good results that it was continued 
this year. With a plan of this type in force, dealers 
can mark their regular prices at a more reasonable 
margin of profit than would be the case if they had 
to count on a reduction sale immediately after the 
4th of July. Thus have the hatters extended their 
season of profitable selling from one of six weeks’ 
duration to one of ten weeks. This is co-operation 
in a common-sense plan which satisfies everybody, 
including the consumer. 

An interesting style note, evidence of which is 
supplied through the window displays of some of 
the better stores of State Street, is that of the 
approaching popularity of PURPLE as a color for 
costumes. Distinctive displays of this shade, shown 
with lavender or orchid in relief, are prominent in 
the windows of Field’s, Mandel’s, Carson’s and 
Stevens’. 

In fact, the corner window of Marshall Field & 
Company (State and Washington) shows five beau- 
tiful wax figures wearing georgette silk costumes, 
three of which are in the dark purple shades and 
two others in the lighter shades of lavender and 
orchid. The figures wear appropriate hats of the 
same shade as the gown, or a combination of the 
two shades mentioned. This particular window is, 


as a rule, all that is necessary to put over a new 
style in Chicago. As a matter of fact, it is wisely 
used in this respect and Chicago women have come 
to accept as atithoritative whatever is’ displayed 
therein. Seeing the. purple displays in two other 
good stores before reaching Field’s, the writer was 
impressed with the novel effect of the unit displays 
of this color. Upon seeing it featured in the cor- 


of its standing as\a definite style tendency. 
“An interesting display of the month ‘has: been 


“that of.some new printed silks recently exhibited 


in the Louvre, Paris, This display occupied five of 
the State Street windows at Field’s and has been 
in tor more:than ten days past. Thé wiridow card, 
one of which was in each of the five windows, will 
probably give the best idea of what they were. The 
cards read as follows: “Ferronniere Silks Recently 
Exhibited at the Louvre, Paris. Adapted from the 
Work of Edgar Brandt, Foremost Ferronier of 
France. Manufactured by Cheney Brothers, South 
Manchester, Conn.” 

Some of the decorative pieces used in the 
Louvre display were shown in the Field windows. 
The patterns were of unusual artistic merit and 
the drapes as used in the displays “did something” 
for the patterns and fabrics. Tall, wide arm stands 
were used in each end of the window; two fancy 
patterns were shown on each drape stand, with a 
solid color piece in between. In the center of the 
window one of the casts of a Javanese woman, so 
well used for silk draping heretofore, was used with 
excellent effect. 

The north section of the State Street windows 
show fancy silk bathing suits, georgette costumes 
in pale yellow and peach shades, with hats and 
shoes to match, gray, fur-trimmed coats. These are 
the first three windows from the entrance and each 
had just two figures in the window. The fourth 
window was one showing three figures, and the 
next window was one of five little figures varying 
in ages from three to ten years, showing children’s 
dresses. 

Stevens’ island window carries a rather heavier 
than usual display of rich-looking costumes, capes, 
coats, hats, ete., the greater part of which are 
shown on stands. Six wax figures are used, how- 
ever, posed in pairs at either end of the window 
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and in the center. Several small window cards 
carry these words, “Annual Clearance Sale.” Price 
tickets are on each and every garment. 

Mandel’s have a very interesting bathing suit 
display in which three figures are excellently posed, 
wearing brightly colored novelty beach suits, obvi- 
ously more for shore promenade than for swim- 
ming purposes. Two of these figures wear suits 
of bright red silk, with red and white dotted caps, 
red shoes and white hose. The other one wears a 
“Pajama Style” beach costume, comprised of a 
bright red and black all-over floral design with 
black collar and cuff trim. The trousers are of 
black silk with cuffs like the body of the coat. A 
red straw hat, red hose and black shoes, together 
with a Japanese umbrella, complete the ensemble. 
An interesting scenic painting of a beach scene 
has been made in colors and slipped back of the 
columns and porch eftect of the Moorish back- 
ground in the window with realistic effect. 

The next window displays a simple setting 
showing three balbriggan knitted sports suits. Felt 
and straw sports hats are shown in the smaller 
shapes. The corner window at State and Madison 
shows a striking trim of three figures featuring 
the new PURPLE silk costumes with hats and 
other accessories appropriate. Shoes and hose 
shown with these costumes are of white. 

At Carson, Pirie, Scott & Company, the window 
next to the Madison corner entrance was closed. 
Next to this, however, was a large window show- 
ing three figures, two of which were wearing the 
PURPLE georgette silk costumes. The other one, 
in the center, had an orchid and white gown on, 
glorified somewhat by the silk scarf of purple, 
white and lavender ombre shadings. 

Another window showed a special display of 
women’s shoes in blacks, whites, grays, tans, 
satins, and two-color combination sports and dress 
styles. A section of shoe shelving full of boxes 
comprised the background treatment. Shoes were 
displayed on the floors, on tables, seats, suggesting 
the shoe department more than a decorative display. 

The men’s wear windows at Carson’s are worthy 
of note, as they are particularly well trimmed, fea- 
ture stylish, good quality merchandise all of the 
tinfe. The writer is informed from very good 
sources that these windows sell more goods directly 
than any other windows of the store. As a rule, 
department stores do not have very effective men’s 
wear displays, sometimes due to the fact that the 
displayman is more interested in the decorative dis- 
play of the women’s apparel and neglects to exert 
the same care to detailed display necessary to make 
men’s wear appear at its best. However, the dis- 
playman is not always to blame in this particular, 
as not infrequently the men’s wear department of 
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some department stores specialize in cheap, job-lot 
merchandise and methods, buying scrub merchan- 
dise that is impossible to make attractive displays 
with. The bétter department stores of Chicago, 
however, are not to be included in this category, 
as they have put their men’s wear departments on 
a high-grade basis and the window displays, as a 
rule, are among the best of a city famous for good 
clothing and furnishings displays. 

At the Fair, the corner window shows a special 
display of drawn work georgette silk dresses at 
$16.75. The display and the dresses look to be much 
better than the price would indicate. The next win- 
dow on State Street shows “Newest Ideas in 
Women’s Knitted Sports Wear.” It is an excellent 
display in which three figures are used—one seated 
in a chair while two are in standing postures at 
the ends of the window. 

A bathing suit display is the attraction in the 
adjacent window. A realistic poster done in coiors 
and about 8x10 feet occupies the center of the 
background of this window. A beach scene is in 
the background of the poster, while two attractive 
figures wearing modern and correct beach swim- 
ming suits are shown life-size in the foreground. 

A new men’s clothing and furnishings shop is 
celebrating its opening to the Chicago public at 
the time this is written. This is the Joseph Hilton 
store, of New York, and the Chicago shop is located 
at the corner of State and Monroe streets. The 
opening event is being celebrated with a 20 per 
cent discount sale on very good-looking merchan- 
dise. The window displays are along the line of 
trims followed by this store in New York and quite 
similar to that used by the other Hilton store for- 
merly located at Quincy and State streets, now 
at Jackson and State. 

Maurice L. Rothschild’s windows at State and 
Jackson are exceptionally attractive with displays 
of typically hot weather merchandise exceedingly 
well displayed. Lots of people are leisurely study- 
ing the items of apparel shown here, and a peek 
into the store shows that plenty of buying activity 
is evident. Light-colored and lightweight cloth- 
ing, golf knickers, slip ons, hose, caps and shoes 
are among the things featured in these windows. 
A heavy sprinkling of summer haberdashery is a!so 
noticeable throughout all the trims. 

The Hub windows have been kept trimmed with 
well-executed displays of seasonable merchandise 
right up to the end of July 3—thus using the win- 
dow to the fullest extent in garnering pre-holiday 
business. The large window on Jackson Boulevard, 
always devoted to the display of sporting goods 
and. certain sports apparel, was particularly inter- 
esting with a general display of all sorts of things 
needed for sports and sports wear. 
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Three Handsome Trophies 





The DISPLAY WORLD'S 1925 
Display Merchandising Contest 





Class I 


The grand prize will be 
awarded to the display direc- 
tor of the retail store in the 
United States who planned 
and installed the window dis- 
play that proved to have the 
greatest merchandising value, 
the decision to be made by the 
actual sales of the merchan- 
dise displayed traceable to the 
influence of the window dis- 
play. Such display may not 
have employed any dealer 
helps or other display ma- 
terial of a national advertiser, 
but must have been a display 
of general merchandise in- 
stalled strictly on the merits 
of the merchandise picked 
from within the store. 


Class II 


The grand prize will be 
awarded to the display direc- 
tor of the retail store in the 
United States who planned 
and installed the window dis- 
play of nationally advertised 
merchandise employing in its 
execution some of the national 
advertiser’s standard display 
material, the display to have 
produced the largest amount 
of sales of that particular 
merchandise within the store 
traceable to the window dis- 
play. 





Class III 


The grand prize will be 
awarded to the sales or adver- 
tising executive for a national 
advertiser in the United 
States who planned and con- 
ducted the most complete 
window advertising campaign 
for his company on a nation- 
wide scale. The decision is 
to be made on the basis of 
the effectiveness of the cam- 
paign, the number of displays 
installed, the extent of terri- 
tory covered, and the actual 
increase in sales’ resulting 
for the product directly trace- 
able to the window adver- 
tising. 























MASSIVE, handsome and valuable silver loving cup, suitably en- 

graved, will be the grand prize award in each of the three classes 

of The DISPLAY WORLD'S 1925 Display Merchandising Con- 
test. This competition represents the highest attributes of window dis- 
play as a powerful advertising and sales medium, and should add to the 
growing laurels that window display is winning in the business world. 


Every displayman is eligible for participation 
in classes 1 and 2 of this contest, while Class 3 
is open to all national advertisers. It is open 
to all; plan your participation now. It is an 
event that the whole merchandising world is 
looking to for concrete facts about window 
display. Every entrant has an equal chance 
to win the valuable trophy cups. And, most 
important, each participant is taking a big 
part in the growth and development of Amer- 
ican business, 


Entries for the contest can be made by sub- 
mitting actual photographs of the window dis- 
plays, together with detailed report of their 
installation, dates during which the display 
was in the window, sales data, and all other 
relevant material, and the same must be signed 
by two officers of the company as proof of 
the authenticity of the material submitted. 
The report must give average sales of the 
merchandise before the display was used and 
the amount sold while the display was in, and 
all relevant data. 


This Great Contest Will Close at Midnight, December 15, 1925, 
And Is Limited to Window Displays Installed During the Year 1925. 


PLAN OR PREPARE YOUR ENTRY NOW! 


The DISPLAY WORLD Service Bureau 


1209 Sycamore Street 


Cincinnati, Ohio 
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Those Annoying Daylight Reflections 


Windows that reflect outside objects during daylight hours do not 
accomplish maximum results and prove losing investment 


By J. J. McLAUGHLIN and R. L. ZAHOUR 


Illumination Bureau, Westinghouse Lamp Company, New York City 


VERY progressive merchant knows that he , 


is not capitalizing one hundred per cent 

on his show window investment unless the 

d:splay can be readily and easily seen. A 
w-ndow in which the plate glass reflects various images 
of passing objects, build'ngs across the street or sky 
reftections does not stop the passerby or even attract 
his attention to the display. Such a window located 
in a busy thoroughfare or business district of medium 
and large size cities, is a losing investment to its owner 
during a greater part of the shopping day. 

After dark, the window is illuminated artificially 
by means of concealed light sources. The intensity of 
the light outdoors is very low so that all window. re- 
flections are eliminated_as the intensity of the light in 
the window is far greater than that outside. But in 
the daytime, and especially on a bright sunny day, the 
intensity of the light is much higher than the compar- 
atively low illumination received in the show window. 
The contrast, therefore, causes images to appear on 
the plate glass from objects outside, reflecting the high 
intensity daylight. It is through this daily occurance 
that the progressive merchant realizes the expense of 
daylight, 

Unfortunately, no entirely satisfactory method has 
vet developed to entirely overcome these daylight re- 
Various schemes have been tried, some of 
which satisfactorily reduce glass reflections to a mini- 


flections. 


mum—at least enough so as to revive the visibility and 
attractive power of the display. Awnings for shading 
the window front is a method that is used by some 
merchants, but the objection to this practice is that 
the awning cannot be lowered far enough to eliminate 
the reflecticns which still appear on the lower half of 
the window glass. Besides, a great deal of,the daylight 
that illuminates the window display is cut off by the 
awning, and the passerby whose eyes have been ac- 
customed to the high intensity light outside will find 
great difficulty looking into a comparatively dark 
window. 

Another scheme, which actually eliminates all day- 
light reflections, is the use of curved plate glass. This 
method, however, is quite costly, requiring valuable 
window space, and detracting from the general appear- 
ance of the display. 

An effective and fairly satisfactory method of reduc- 
ing daylight reflections is the use of high intensity 
illumination in the window during the day. An addi- 
tional row of show window reflectors specially designed 
for this purpose, installed just back of the main row 
of regular equipment and equipped with 300 or 500 
watt Mazda lamps will greatly increase the amount of 
light in the window. A bank of floodlights, Figure 1, 
focused on some particular object on display, such as a 
woman’s white dress on a form, is another scheme that 
will increase the visibility of the merchandise. Figures 


icago, Itt. 
Figesée 3 2 and 3 Showing Window of Stedlans & Welch Co., Cleveland, Ohio, Before and After Installation of 
Equipment Providing Increased Lighting Intensity 


Courtesy Curtig Lighting, ‘Inc., 
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DISPLAYMAN BRINGS WAX FIGURE 
: TO LIFE 


Mr. C. H. Harvey Rhodes, of Chanute, Kansas, in the letter below tells about the 
" photographs shown at the top of this page 
























The Koester School, 

314 South Franklin St., 

Chicago, Il. Chanute, Kans., 
Feb. 21 1925. 

Messrs. : 

Under separate cover I am mailing two photographs of a wax head which 
was destroyed in a fire in this city some weeks ago, and was turned over to 
me to be reconstructed and refinished. 

The one photograph shows the head as it appeared after the fire and the 
other as it looked when turned back to the firm ready for display. 

If it had not been for the thorough instruction of your school in refinish- 
ing wax heads it would have been impossible for me to have done this work 
as it looked impossible at the start, but after the instruction at the Koester 
School it did not seem such a task for me to undertake. 


Thinking this would be of some interest to you and the school, as to 
knowing what one student is doing with the work. 


Please give my regards to Mr. Bates and Mr. Walker. 


ee: ee SE . Sa 


ad 


Yours very truly, ‘a 
C. H. HARVEY RHODES. ae 
; ? 
»? USE 
of THIS 
WAX FIGURE REPAIRING (ot? COUPON 
is only one of the hundreds of important lessons ms The Koester 
contained in the Koester Window Pras School, va S. 
Display Course ° Franklin St., Chicago. 
: : : ‘ ge Please send me your 
The Koester School is the only school of its kind in aul School Catalogue. 
the world that gives a really complete course in Window wt 
Display, Retail Advertising and Card Writing. : eo” ~-- Name-_---------------------------- 
Write for our Big School Catalog a po i NN ESTE RIE A TET PN 3 
ad 


The Koester School A SL OE 


314 §. Franklin St. Chicago, IIl. of EY Se ES Se a aga oF ea a ee 
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TRIANGLE 
BRONZE 


For Distinctively Beautiful 


DISPLAY 


BRONZE is the everlasting metal from which man has for 
ages fashioned treasures both useful and beautiful. In pre- 
senting this new TRIANGLE DESIGN, David Sobel’s Sons 
offer a staple of individuality that will add a charming touch 
to your most seasonable merchandise. 


THE FIRST COST IS THE LAST COST 


Throughout the year breakage is no small item in display 
costs. There is no possibility of breakage when you use 
Sobel’s TRIANGLE BRONZE. 


Note That These Prices Are Lower Than 
Usual for Fixtures of Such Real Quality 


Dress Form, enameled body 

Dress Form, satin body 

Hat Stand, 5-inch base, 18-36-inch height, ad- 
justable or stationary 

Hat Stand, 7-inch base, 36-60-inch height 


Other dress forms from $10 up, complete with bases. 
Dress stands as low as $3. Special discounts on quan- 
tity orders. Ask for Catalog B. 


Samples sent for inspection without cost 
or obligation. 


DAVID SOBEL’S SONS 


Established 1898 
1151 BROADWAY NEW YORK 


Factory, 143 Grand Street, New York 
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2 and 3 are illustrations of a window equipped with 
additional reflectors to give high intensity illumination. 
Comparing the two views, it is plain that the display 
of the illuminated window, Figure 3, is far more visible 
than that shown in Figure 2. 





Fig. 1—An Interior View of Lighting Equipment. 


It has been found from investigation that in order 
to obtain the maximum effect of the illumination in the 
window, it is necessary that the background and floor 
material be of a light color having a high reflection 
factor. Dark displays, it was found, absorb too much of 
the artificial light and have the effect of decreasing the 
transparency of the plate glass. 

A feature discussion of the ideal illuminated show 
window designed by foremost illuminating engineers 
of this country and recognized as such by the N. E. 
L. A., will be given in the next article of this series. 


CULVER ON WESTERN TOUR 
Immediately following the St. Louis I. A. D. M. con- 
vention, Irwin G. Culver, wax sculptor for J. R. Palmen- 
berg’s Sons, Inc., accompanied Wm. C. Candlish, western 
manager, on an extended western tour in the interests of 
his company. The route will include Seattle, Spokane, 
Portland, San Francisco and Los Angeles. As usual, Mr. 
Culver was very much in evidence at the St. Louis meet- 

ing with his unique and interesting personality. 


NOW FINE ARTS CORPORATION 
The Howard Papier Mache Company, Inc., has been 
reorganized and is now operating under the name of the 
Fine Arts Papier Mache Corporation. Business will be 
transacted as heretofore at 315 W. Forty-seventh Street. 
New York City. This concern reports their ability to make 
prompt shipment of all orders. 





1925 


with 
tion. 
splay 
sible 








July, 1925 





THE DISPLAY WORLD 





& 


. 
ai 





“4 
< 













Yy, 


S 
e 


) 


Ls 


a \ 
@, om 


Ve) 
KEEN 
ee, 


CD x 
(Bs 


Ye 
aus 









































i. 


DY 
SY 


& 
> Max 
wy, 
Lip 

































Le 


. / 7 


= 


H 






ZN y . =) , 
‘ Vr "¢ fit xe Q 
\ : Thee z : : 
: , G , H xo 
* “I o > of y 2 
i Y ‘ 3 Ns oS Sion és ‘N u 
/\ 9 EP 2 : / 4 Qo 4 
\) : 3 
c\\,” ; IMITATION (\ ae ~ § " 3 
} wens SY) ~ 
“8 4 > >3x 
WF COLUMN S a” Re RE : 
— , 4 ye + 
<a 4 ” n™ | i RG < 4 
0 ANYTHING THAT SS wy, + 
y HAS AS ITS BASE ———— a: 





S 


PLANNING CHRISTMAS € 


v,\ a 5 
FA ): 
SAE 7 J 
Ih Za * BUILT-UP x 
Yeo ow CANVAS 


fis 
: NOMES 

Anwr svesécr OF ANY LAND Si; RIES 
FROM ANY PERIOD & FAK. j 
SCENE S - CHARACTER s - DESIGNS 
ANIMALS-. FABLES -CusToms 






MODELLEI 
PAINTED. 













CuTOUT—SCULPTYUARED OR 














KY 




































» DRAWING (A h 
@L (3 a of a Be 
# DESIGN~ 2 a! i . r\, 






W 
3 
\ 












WINDOW SETS 





y* 


RD OR SILK 









Ss 











23 





24 THE DISPLAY WORLD 


July, 1925 


Twenty-Eighth Annual I. A. D.M. 
Convention Held In St. Louis 


Joseph M. Chadwick, of St. Louis, elected new president, and Chicago 
chosen next convention city—Manufacturers’ exposition and 
competitive demonstrations principal features 


ITH a total attendance of nearly 400 dis- 

playmen from all sections of the United 

States and Canada, a manufacturers’ ex- 

position that far excelled anything before 

attempted, and a series of programs through which 

were interspersed practical window demonstrations by 

the country’s foremost artists, the twenty-eighth annual 

convention of the International Association of Display 

Men, held at the Hotel Chase, 

St, Louis, came to a close June 

18, after four days of com- 

bined educational and pleasure 
proceedings. 

Although some criticism 
and dissatisfaction concerning 
the conduct of the meeting was 
expressed by both exhibitors 
and delegates, much praise is 
due the St.‘ Louis committee 
for the efforts expended to 
make it a success. The holding 
of a convention of this charac- 
ter in any city is a herculean 
task, and it is only through 
hours of hard and co-operative 
work that the many details 
can be even partially worked 
out. 

That it was the most profit- 
able ever held, so far as the 
manufacturers are concerned, 
is acknowledged by all who 
exhibited their products. This 
is an unusual occurrence, for 
the returns seldom justify the 
money and time invested, and 
is an additional proof of the onward march being made 
by the art of mercantile display.’ Merchants, as well 
as their displaymen, are beginning to realize the neces- 
sity for modern equipment and new ideas for present- 
ing merchandise. 

Joseph M. Chadwick, Famous & Barr Company, St. 
Louis, was chosen president of the I. A. D. M. for the 
next year. This proved one of the surprises of the 
election, for he had made no active campaign and was 
in the race against Ellwyn McEachnie, of Buffalo, first 
vice-president and next in line for the office, and Jerome 
Koerber, of Philadelphia, long an active I. A. D. M. 
worker and whose platform of progressiveness struck 


JosepH CHapwick, St. Louis, Mo. 
New President of I. A. D. M. 


a harmonious chord among the delegates, both of whom 
were enthusiastically supported by their admirers. 

W. L, Stensgaard, display manager, C. W. Klemm, 
Inc., Bloomington, Ill., was elected first vice-president 
over Raymond T. Whitnah, The Crosby Co., Topeka, 
Kans., and B. C. Hampton, Bedell’s, Chicago. The 
choice for second vice-president went to Canada when 
F. G. R. Lacey, Fairweather’s, Toronto, defeated L. L. 
Wilkins, Kerr Dry Goods 
Company, Oklahoma City, 
Okla. J. Allyn Dean, The 
Crescent Store, Spokane, 
Wash., was elected third vice- 
president, with opposition 
from Edward Munn, Franklin 
Simon Company, New York 
City, and J. D. Everetts, Block 
& Kuhl, Peoria, Ill. 

The same closewvote as the 
last three years was evident in 
the race for secretary. L. A. 
Rogers, of Chicago, defeated 
Perry W. Hunsicker, J. H. 
Johnson’s Sons, Alliance, O.., 
by a majority of only a few 
votes. Another close race was 
experienced in the selection of 
a.treasurer. Harry W. Hoile, 
Rorabough-Brown Dry Goods 
Company, Oklahoma City, was 
re-elected by a narrow margin 
of seven votes over O. E. 
Wheete, Halliburton - Abbott 
Co., Tulsa, Okla. 

Chicago was practically the 
unanimous choice for the 1926 
convention, largely due to the leadership of J. Duncan 
Williams, who represented the various retail associa- 
tions and the Chicago Association of Commerce. Madi- 
son, Wis., Atlantic City and Kansas City also sought 
the 1926 meeting. 

Throughout the convention expressions of dissatis- 
faction concerning the clique administration of the 
association were heard on every hand. These fires of 
resentment were kindled by the several announcements 
that “secret sessions” of the officers and executive com- 
mittee would be held, but with never a report of the 
matters discussed and agreed upon. During the entire 
four days n> opportunity was given the individual 
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Chicago affords the most complete Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


THE ADLER-JONES CO. 
643 S. Wells Street 


Artificial Flowers—Decorations 


L. BAUMANN, & CO., 
357 West Chicago Avenue 


Artificial Flowers—Display Decorations 


BENJAMIN ELECTRIC MFG. CO. 
120-28 So. Sangamon Street 


Window Reflectors—Lighting Equipment 


THE BODINE-SPANJER CO. 
1160 Chatham Court 


Distinctive Display Decorations 


BOTANICAL DECORATING CO. 
319-27 W. VanBuren Ave. 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
664 W. Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1114 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 
THE HECHT FIXTURE CO. 
620 Medinah Building, Wells and Jackson 
Everything in Display Fixtures 





HIGH LUSTRE. PLUSH CO. 
1757 North Central Park Avenue 


Plushes, Velours and Display Fabrics 


INTERNATIONAL REGISTER CO. 
13 South Throop Street 


“CUTAWL” Decorative Cutter 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


THE MURDISON COMPANY 
316 North Michigan Blvd. 


Anaglypta and Decorative Papers 


NATIONAL CARD, MAT & BOARD CO. 
4318 Carroll Avenue 


Show Card Boards, Mat Board, Cut-Outs 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


SCHACK ARTIFICIAL FLOWER CO. 
134-40 North Robey Street 


Window and Interior Decorations 
SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 
Bakard Compo Display Creations 


Endorsed by most critical and discerning .displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 


Copyright 192% by The Display Publishing Co. 
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members to express their opinions concerning its activi- 
ties or to inquire as to the future plans. No action was 
taken upon resolutions introduced at the Buffalo meet- 
ing and left over for further consideration at this con- 
vention. 

The entertainment features of the St. Louis con- 
vention were on a par with those offered at previous 
ones. Due to the adjacency of the Chase Hotel to 
Forest Park and the remarkable golf course there, this 
sport was enjoyed by many of the out-of-town visitors. 
Although the course was one requiring real ability, 
several low scores were made by the players. 

Monday evening was spent at the Municipal Opera, 
at the famous open-air theatre in Forest Park, where 
the ever-popular opera, “Her Regiment,” was presented. 
Thé many wonderful settings amid the natural scenery 
divided honors with the exquisite singing of the prin- 
cipals and chorus. On Tuesday evening a boat trip on 
the Mississippi was enjoyed by practically all those at- 
tending the convention. Special entertainment features 
and dancing made this an event that will long remain 
in the minds of those who took advantage of the trip. 

The banquet and dance at the Hotel Chase on 
Wednesday evening of convention week proved the 
climax of the entertainment features. Reservations 
were so great that it was found necessary to erect a 
large tent in the rear of the hotel to care for the crowd. 
This minimized the elaborateness usually evident at 


: 





Harry H. HoiLe, OKLAHOMA City, OKLA., 
Re-elected Treasurer of I. A. D. M. 


such affairs, but in no way affected the enthusiasm 
of the guests. i 

Outstanding at this function was the appearance of 
“Scotty” Murdison (himself), The Murdison Com- 
pany, Chicago, Ill., dressed in full regalia of his 
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native heather. His stage presence and marvelous 
voice, added to the interesting costume, proved an 
enjoyable surprise and drew prolonged applause after 
each specialty. There is nothing amateurish about Mr. 





W. L. STENSGAARD, BLOOMINGTON, ILL., 
Elected First Vice-President. 


Murdison’s diversified act, and his willingness to help 
out at such functions is commendable. 

A luncheon meeting of the Editorial Advisory 
Board of The DISPLAY WORLD was held on the 
roof garden of the Hotel Chase Tuesday noon, with 
a large percentage of the members present. The 
general policy of the magazine and plans _ for 
broadening its scope were presented by the pub- 
lishers and informally discussed. All expressed ap- 
proval of the progress that has been made and 
predicted an early recognition of The. DISPLAY 
WORLD as one of the greatest trade publications 
of the century. 

Never before has the Manufacturers’ Exposition 
had such luxurious surroundings, for they were housed 
in the highly advertised lounge rooms and the magnifi- 
cent dining room of this fashionable hotel. It was a 
show well worthy of an admission price, and was given 
careful study by many local merchants and others in- 
terested, in addition to the attending displaymen. The 
delay experienced by the exhibitors in getting every- 
thing into place, due to the failure of contractors to 
complete the necessary installations, was offset to a 
remarkable degree by the marvelous presentations. 
Thousands of ‘dollars were spent in the preparations 
with many exhibits prepared especially for this show. 


Jack Cameron, display manager, Harris-Emery Com- 
pany, Des Moines, Iowa, president of the association, in 


































July, 1925 (THE DISPLAY WORLD 








JUST OFF THE PRESS! 


SCHACK’S NEW FALL 
FLOWER BOOK 


You certainly need this book. The ideas it con- 
tains are the best that can be produced and you 
will find them a big help in planning your fall 
decorations. 


Schack’s New Fall Flower Book, illustrated in 
four color process printing, showing new floral 
pieces, background units, painted panels, and a 
host of other new ‘specialties. 

Send for this book today. It’s FREE for the 
asking. 


MODE-ART WINDOW BACKGROUND BOOK 


We have a few copies left of Schack’s De Luxe Background 
Book, illustrating a series of window backgrounds, printed in four 
colors. 





IT’S FREE 


We will be glad to send you a copy FREE. We know you will 


For the Asking. appreciate it. SEND IN YOUR REQUEST TODAY for both books. 
SCHACK ARTIFICIAL FLOWER CO. 
MIS-140 No. Robey St. CHICAGO PGS E. Adams St. 
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GEORGE SCHMIEDEL 


Manufacturer of 


_ Georgian Silk Plushes 






FOR WINDOW DISPLAY r 
AND 
ALL DECORATIVE PURPOSES 










NEW YORK OFFICE 
50 Union Square 
(N. E. Corner 4th Ave. and 17th St.) 





CHICAGO OFFICE 
1757 N. Central Park Ave. 
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opening the convention pointed out that the previous day 
was the 128th aniversary of the birth of the first real 
American display—the Stars and Stripes. The invocation 
was delivered by the Rev. Frank L. Wells, and the official 
municipal welcome extended by Mayor Victor J. Miller. 

Thomas W. Garland, president of Garland’s exclusive 
women’s wear store, in his welcome address on behali of 
the Associated Retailers of St. Louis, declared that the 
opportunity of displaymen to become store executives was 
far greater than in any other branch of retailing. Their 
duties, he said, required that they come in contact with 
all parts of the store and all persons connected with it, 
and that when anything went wrong it was always the 
display manager who was called upon to relieve the situa- 
tion, and that he generally did. 


Kieffer Responds to Welcome Address 


The response to the welcoming address was delivered 
by Clement Kieffer, Jr., display manager, The Kleinhans 
Company, Buffalo, N. Y., who has been a member of the 
association for almost twenty years. He referred to the 
displaymen as “sales stimulators” and called their atten- 
tion to the progress of the association since it last met 
in St. Louis in 1917 with only a handful of men in attend- 
ance as compared to its present membership. He said in 
part: 

“The address of welcome—generous in. hospitality and 
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manifesting a big man’s appreciation of a profession, ren- 
dering big service and also indicating a wise cognizance 
of an art filled with all those instrumentalities of successful 
functioning in a modern retail institution—is, I am sure, 
an excellent prophecy of the triumph and constructive 
achievement of this convention. 

“St. Louis never fails and its association of displaymen 
has contributed an inestimable degree to many of the illus- 
trious achievements of the International Association o/ 
Display Men. I am confident when this meeting has been 
concluded, the men of this city and the present officers wil! 
have added another glorious page in the history of what 
I deem to term a most important and exalted profession.” 

Mr. Kieffer closed his remarks by briefly stating the 
attitude shown the display industry by merchants, the 
great value of organization, the present status and future 
indications of the I. A. D. M. 

Ralph F. Gamble, general manager of Stix, Baer & 
Fuller Company, St. Louis, first speaker of the afternoon 
session, delivered the principal address of the day on 
“Impressions of Window Displays.” This proved to be one 
of the outstanding features of the four-day program. A 
complete report of this address will be found on page 5 of 
this issue. 

Joseph M. Chadwick, display manager of Famous & Barr 
Company, St. Louis, gave three demonstrations of novelty 
windows featuring oil cloth as a background material and 
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FIRST PRIZE WINNERS COMPETITIVE DEMONSTRATIONS 

Upper Left by Leslie D. Slack, Wurzburg D. G. Co., Grand Rapids, Mich., Gossard Corset Contest; Upper Right 
by Ray A. Young, Harry Katz, Inc., Oklahoma City, Okla., Armand Powder Contest; Lower Left by Raymond T. 
Whitnah, The Crosby Bros. Co., Topeka, Kas., Maytag Washing Machine Contest; Lower Right. by Ellwyn Mc- 
Eachnie, Jahraus-Braun Co., Buffalo, N. Y., Phoenix Hosiery Contest. 
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First Prize Winning Display, Photographic Contest, Class 31 (Musical Instruments), by Paul F. Lupo., 
Barker Bros., Los Angeles, Calif. 


for other uses. The first window was a beach scene with 
realistic waves and oil cloth appliques of bathing girls. 
The next window featured furs with two figures in skiing 
costumes and a winter scene painted upon the oil cloth. 
The third display was a baby window, w:th infant and 
traditional stork against a black oil cloth background. The 
many beautiful effects to be obtained by a combination of 
lights was demonstrated. 


Value of I. A.D.M. Membership Told 


W. L. Stensgaard, display manager of C. W. Klemm, 
Inc., Bloomington, Ill, and for the past year chairman of 
the membershp committee for the association, delivered 
an inspiring talk, “It Pays to be an I. A. D .M. Member.” 
In the course of this address, Mr. Stensgaard said: 

“There is no doubt a wide range of differences among 
us as to what the real value of our I. A. D. M. member- 
ship really might be. And perhaps but a few have stopped 
to think how far advanced the display profession might 
have been today if there had been no such organization 
as the International Assocation of Display Men. It is safe 
at least to say that the I. A .D. M. has been responsible 
to a great degree for the rapid advancement of the display 
profession. 

“During the past year I have been active in I. A. D. M. 
membership work, and as chairman of that committee I am 
glad to report that a most successful campaign for new 
members has just come to a close. This campaign, I be- 
lieve, resulted in establishing a record for members se- 
cured, and of this we are justly proud. 

“However, it has also brought me in contact with many 


typical questions asked concerning this organization, its: 


activities, its by-laws, its purpose, and, I think, the most 
common of all being ‘What do I get out of it?’ 


“No doubt there are many ideas as to what a member 
gets out of the I. A. D. M., and the answers are just as 
numerous. And perhaps some of you who have been in 
this profession for a score of years or more could answer 
that question best, because of your investment in this or- 
ganization through your membership. 

“There is no investment that yields greater returns than 
an investment in education—a practical education in the 
commercial art of display is most essential. This organiza- 
tion through its conventions offers each member a most 
valuable source of education. 

“However, there is another educational value to organi- 
zation which is most important to us, that of educating 
the buying public; yes, and even the employer. Would it 
not seem disastrous for any one of us to single-handedly 
attempt to educate the world as.to the value of display? 
It might be possible to convince our respective firms as to 
the value of display, but even then the progress of this 
sort of education would surely prove too slow. Therefore, 
united effort is most essential if we are to prosper as a 
group. a 

“One could see at no other place such exhibits as can 
be viewed at these conventions. Manufacturers’ show 
rooms do not portray such splendor or beauty as do their 
exhibits here, for the reason that special preparations are 
made for these exhibits. These exhibits yield the I. A. 
D. M. revenue for space rental, and such revenue is ex- 
pended to aid in putting over these conventions. The 
manufacturer who is vitally ‘interested in the display pro- 
fession is thereby making his investment in these conven- 
tions for the betterment and growth of the display pro- 
fession, just as the displayman himself is boosting his or- 
ganization by membershp. 

“Your membership in the I. A. D. M. is your investment 
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towards your own personal advancement and the advance- 
ment of this great and glorious profession. When we 
return to our respective homes let us keep in mind the 
good we may do for others by inducing them to join the 
I. A. D. M. An organization can be no greater than the 
ambition of its members. Let us manifest the pride in 
our organization and its activities by selling it to others.” 

Window demonstrations were made by Dan Hansen, of 
Clark & Company, Peoria, IIl., on men’s underwear; H. W. 
Weaver, of J. Black & Son, Birmingham, Ala., on men’s 
clothing; Edward E. O’Donnell, Sisson Bros.-Weldon Com- 
pany, Binghamton, N. Y., on men’s shirts; and by Leslie 
D. Slack, Wurzberg’s, Grand Rapids, Mich., on draperies. 

A. Parke, of B. Lowenstein & Bros., Memphis, Tenn., 
injected considerable humor into the session with a demon- 
stration of “What a Display Man Should Not Do.” 

The meeting Tuesday began with an address by K. A. 
Schrader, secretary and treasurer of Boyd's, St. Louis, Mo., 
on “The Displayman a Stepping-Stone to an Executive.” 
He declared that the details of the great game of mer- 
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chandising was going on before the very eyes of the dis- 
play manager and that he was in touch with every phase 
of it. 

“Opportunity is before you and if you do not take hold 
of it, it is your own fault. You have an opportunity to 
handle all the merchandise. You get to know the various 
qualities, their construction, their price and their uses, and 
you are better able to talk about them. You must, neces- 
sarily, study the points that will sell it to the customer and 
these are the things which every buyer and merchandising 
Manager must know, and in learning them the displayman 
is gradually qualifying himself for bigger work. 

“The display manager must be tactful and maintain at 
all times the good-will of the entire sales force. Unless 
there is a co-ordination between the buyers and the adver- 
tising department as well as the store managing executives, 
no department can function to a maximum degree.” 


Subscription to All Trade Publications Urged 
Mr. Schrader closed his address by urging that all dis- 


SECOND AND THIRD PRIZE WINNERS COMPETITIVE DEMONSTRATIONS 


Top Left by George Kucharo, Mandelbaum & Sons, Des Moines, Iowa (Second), and Top Right by M. L. Hoff- 
stadt, People’s Store, Charleston, W.Va. (Third), Armand Powder Contest; Center Left by L. L. Wilkins, Kerr 
Dry Goods Co., Oklahoma City, Okla. (Third), and Center Right by Dallas M. Schultz, Joseph Spiess Co., ‘Elgin, 
Ill. (Second), Gossard Corset Contest; Bottom Left by A.G. Munroe, Schuneman & Evans, Inc., St. Paul, Minn. 
(Second), and L. F. Dittmar, The Union Company, Columbus, Ohio (Third), Phoenix Hosiery Contest. 
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playmen subscribe to The DISPLAY WORLD and other 
trade magazines. They are reflectors of the industry, he 
said, and prove invaluable in the direction of any depart- 
ment. 

In the Maytag washing machine competitive demonstra- 
tion the creation of a fountain with children dancing around 
it and a card reading, “The Maytag Will Keep You at the 
Fountain of Youth,” by Raymond T. Whitnah, Crosby 
Bros., Topeka, Kansas, was awarded the first prize of $200. 
S. Fisher, Chicago display specialist, drew second prize, 
$150, with a display in which “Simplicity Is the Keynote” 
was featured. Third prize, $100, went to Otto G. Harraman, 
The Uhler-Phillips Company, Marion, Ohio, who presented 
a display with a man doing the family washing and a card 
reading, “If Father Had to Do the Washing Just One 
Monday.” 

A novelty skating window was demonstrated by J. H. 
Everetts, of The Block & Kuhl Company, Peoria, Ill. A 
background scene of two girls skating was used with a girl 
figure in sport costume as the central idea. Skiis, snow 
shoes and other winter sports equipment was displayed on 
either side of the window. 

This was followed by demonstrations of men’s neck- 
wear by Harry L. Kramer, of C. K. Whitner Company, 
Reading, Pa.; men’s clothing by Harold Kumer, Metro- 
politan Store, Dayton, Ohio, and dress shirts and acces- 
sories by Joseph H. Marshall, The Boersma Company, 
Chicago, II. 

At the Tuesday afternoon session, which was presided 
over by Bert Cultus, display manager for Rhodes Bros., 
Tacoma, Wash., the principal speaker was J. H. Hobelman, 
sales manager, B. Nugent & Bros. Dry Goods Co., St. 
Louis, and for twelve years a displayman, who gave an 
interesting address, “Sidewalk Advertising With Window 
Displays.” 

In pointing out the possibilities for advancement of the 
display manager, Mr. Hobelman declared that in their store 
he was given the same recognition and on an equal basis 
with the advertising and merchandising managers, and that 
he was always present at any conferences affecting the mer- 
chandising policies. F. A. Cramer, president and general 
manager of Nugent’s, had been a display manager for six 
years, he declared. 

“No matter how well an event is advertised by news- 
papers and direct-by-mail methods it can not be successful 
unless the merchandise is properly displayed. The show 
window is not one, but the most important advertising 
medium to the store, for with the window alone a sale 
event can be made a great success. 

“This fact was recently very forcibly demonstrated when 
a new and popular brand of merchandise was being con- 
sidered as an addition to our stock. Before the contract 
for exclusive distribution was made the salesman insisted 
upon an assurance of ample window display and was un- 
concerned regarding the amount of other advertising to be 
used.” : 

A frequent change of windows was urged by Mr. Hobel- 
man, who stated that a large per cent of the city’s popula- 
tion passed a store regularly and there must always be 
something new to attract their attention. He stressed the 
value of the window as a tieup to national advertising, but 
complained of the type of material sent out. 

“A large portion of the material sent to the retailers 
throughout the country is of such a character that it is 
practically useless,” he declared. “The national advertiser 
does not study the needs of his distributors or the con- 
struction of their windows: This is especially true of the 
. larger stores on whom théy must depend for a majority of 
their business, 
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A NEW SEASON--- 
A NEW FABRIC--- 


Another Wonderful 
Addition to the 


“WINDOTRIM” Line 


RAYVELOR 


A semi-plush, semi-velour with a very 
glossy sheen. 


36 inches wide, in all standard dein, 


It’s a silk velour effect at the price of 
plush. 


—_—_——— 


Ask Your Fixture Man to Show You Samples 
of Rayvelor and other “WINDOTRIM” 
Fabrics Such as 
“TRIDESCENT” Silk Plush 

Jockey Silk Plush 

G. E. Cloth 

Japge Cloth 
WINDOSATIN 
MULTICOLOR SATIN 
Metal Cloths 

Silk Plushes, 

Silk Velours and 

Many Others 


When Desired, Samples Will Be Sent Direct 
Together With Name of Nearest Distributor 


WINDOTRIM FABRICS, inc. 


17 MADISON AVENUE 
NEW YORK 


“Specializing in Fabrics for the Display Man” 
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“If the displayman is not interfered with in the execu- 
tion of his work he will make the windows sell merchan- 
dise, for he is, as a rule, thoroughly grounded in his art 
and knows what is right. He is a dreamer, but he is also 
practical and can put his dreams into concrete form.” 

Mr. Hobelman closed his remarks by saying that a dis- 
playman must be a carpenter, electrician, painter, his- 
torian, zoologist, botanist, hair dresser and night watch- 
man. Their opportunities for advancement are limited 
only by their own desires and application of their time. 


Phoenix Competitive Demonstration Held 


In the Phoenix hosiery competitive demonstration, Ell- 
wynn McEachnie, of Jahraus-Braun Company, Buffalo, 
N. Y., won the first prize, $200, with a creation of “bobbed 
hair hosiery for those who roll them.” The background 
was a cutout of a woman having her hair bobbed. Second 
prize of $150 went to A. G. Munroe, of Schuneman & 
Evans, Inc., St. Paul, Minn., who was selected by lot only 
a few hours before the demonstration, to take the place 
of Richard A. Ayriss, Third Street Store, Los Angeles, Cal. 
L. F. Dittmar, The Union Company, Columbus, Ohio, was 
awarded third prize, $100. 

Harold A. Grinden, Glass Block Store, Inc., Duluth, 
Minn., gave a feature demonstration of “Captain Blood,” 
showing the tieup that can bg secured by the book store 
or book department with the various motion pictures. He 
stated that he had created linking displays with practically 
all the recent releases and had more than tripled the sales 
in the book department of his store. 

Clement Kieffer, Jr.. The Kleinhans Company, Buftalo, 
N. Y., who recently conducted a survey of the value placed 
upon window space by stores throughout the country, 
urged those present to aid in this research movement for 
the general good of the industry. He declared that his in- 
vestigation to date had revealed that the first two feet of 
space was valued at 12 per cent of the annual rental and 
that the next eight feet, 13 per cent, or that the first ten 
feet of the store was worth 25 per cent of the total rent 
paid. 

Miss Margaret Breen, art director of the Municipal 
Theatre, St. Louis, and designer of the costumes for the 
St Louis Fashion Pageant, told of the value of color har- 
mony. She stated that women of the present age are so 
engrossed with their social and political duties that they 
have no time for planning their own wardrobes, and, there- 
fore, relied upon the stores for what is new and fashion- 
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Photograph Taken in Front of C Chase Hotel, St. Louis, Showing Displaymen and Manufacturers in Attendance « 


able. Here, she stated, is where the value of display as 
an educational medium is so effective. 

John E. Berg, card writer, B. Nugent & Bros. Dry 
Goods Company, St. Louis, gave an illustrated talk on the 
creation and use of show cards. 

H. C. Oehler, display manager of W. A. Weibolt & Com- 
pany, Chicago, told of the system used in the operation of 
the display departments of their three stores handling pop- 
ular-priced merchandise. 

“One per cent of the total annual sales volume is allowed 
for window display and interior decoration,” he declared. 
“This includes salaries, depreciation of fixtures, decoratives 
and wax figures and for rental of space occupied by the 
windows. Interior displays are charged on the cost plus 
basis. The actual time consumed and the cost of the ma- 
terials used plus ten per cent for the operating overhead 
is generally the method of computing the charge for dis- 
plays. Requisition for display space must be made one 
week in advance. 

“Window space is allotted to departments in relation to 
the sales forecasts over a period of six months. Three to 
six per cent of our space must be used for institutional 
purposes, regardless of the sales that may be on. The 
greatest difficulty with display managers of popular-priced 
stores is that they try to use ideas of higher class stores 
rather than making the displays fit the policy and mer- 
chandise of their own establishments.” 


The question hour, which was conducted by Bert Cultus, 
of Tacoma, Wash., proved one of the most interesting and 
instructive features of the program. The demonstration 
room was comfortably filled long after the usual hour of 
adjournment and practically everyone present took part in 
the discussion. A group of representative displaymen were 
selected to answer the questions, but it soon developed into 
a round-table discussion. 

One question which interested practically every member 
present was the best plan for settling with the hosiery de- 
partment for hosiery used upon forms. It was generally 
agreed that the most satisfactory way was to purchase 
them outright. Ventilation of windows was freely discussed 
and how they are kept from becoming frosted proved to be 
a problem for many with a large number of methods in 
use, all based upon the theory of keeping the air inside 
the window of equal temperature to that on the outside. 

The elimination of. daylight reflections by the use of 
electric lights during the day was answered and discussed 
by several of the members present. Other questions asked 
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and answered were, “What is the average time required 
for trimming a window.eight feet by twenty-two feet?” 
“How can silks, satins, etc., be handled where pins are 
necessary, so that it can be returned to stock?” and “Which 
form of permanent background is considered the most 
popular and practical?” 


Amdahl Scores Practices of Canvassers 


“Reports from: all over the country indicate that the 
volume of business done by retail stores. has decr:ased 
from 10 to 15 per cent, while the business by ‘bell ringers’ 
and the mail order houses are constantly on the increase,” 
Karl M. Amdahl, display manager, Palace Department 
Store, Spokane, Wash. first speaker of the Wednesday 
morning program, declared. 


“The reason for the increase in the business of these 
groups is that people have lost confidence in their own 
local stores and have been sold the idea that the house-to- 
house method is the cheapest, while the facts show that it 
is the most expensive method of selling there is. The one 
way to regain the confidence of the public is through the 
store’s show windows, where style and quality rather than 
price should be featured. 


“Practically every merchant is overbuying just as he 
did during the palmy days of the war period. He is clamor- 
ing for that big volume of business and contracts for more 
merchandise than his store can get rid of. Displaymen are, 
therefore, forced to feature sales in their windows offer- 
ing goods at less than their first advertised value with a 
consequent loss of buyer confidence and an education of 
the public to judge by price instead of quality. 

“The displayman’s job is to educate the public that his 
store is selling merchandise with style and quality at a fair 
price at all times. Dress your windows in accord with the 
merchandise handled and far greater results will be obtained 
than by attempting to copy those displays entirely out of 
your class.” 

Mr. Amdahl closed his remarks by inviting the display- 
men to attend the second annual convention of the Pacific 
Coast Associaton of Display Men at Portland, Ore., Sep- 
tember 28 to 30,declaring that it will compare favorably 
with that of the I. A. D. M. without any attempt being 
made to rival or detract from its purpose. 

Leslie D. Slack, Wurzburg Dry Goods Company, Grand 
Rapids, Mich., created a merchandising window with three 
full-sized and two miniature forms dressed in corsets, with 
other corsets draped on stands, that won first prize of $150 





v-cighth Annual Convention of the International Association of Displaymen, Held in That City June 15-18, 1925. 


in the Gossard corset competitive demonstration. Second 
prize, $100, was won by Dallas M.- Schultz, Joseph Spiess 
Company, Elgin Ill. with a window showing a single wax 
figure with a panel screen and a cushion in Oriental effects 
in harmony with the manufacturer's advertising panels. 
These were designed and painted by Mr. Schultz. The third 
prize, $50, went to L. L. Wilkins, Kerr Dry Goods Com- 
pany, Oklahoma City, Okla. His presentation was a studio 
with an artist working at an easel, the models being two 
wax figures in negligees. 

A great deal of interest was shown in the demonstra- 
tion given by Syl C. Rieser, display manager, Laclede Gas 
Light Company, of St. Louis, entitled “Glorifying the Gas 
Range,” which portrayed the proper display of public utili- 
ties’ merchandise. 


Arthur H. Brayton Addresses Convention 


Arthur H. Brayton, editor of The Merchants’ Trade 
Journal, Des Moines, Iowa, brought the convention to its 
feet as a tribute of appreciation for the masterful address, 
“How Displaymen Can Sell Their Jobs Better to Them- 
selves, Their Employers and to the Public.” 

“Simplicity is the most certain way of selling your job to 
yourself and securing a self-confidence necessary for the 
proper management of this valuable department of any 
store,” Mr. Brayton declared. “One should not have too 
many plans, but one big central idea for elaborateness does 
not make the best windows. Simplicity and not multiplicity 
is a necessary factor. 

“Your job should be measurd by the thrills you get 
from working with your boss. Listen to him, for he has 
lots of ideas and his experience will prove of untold value 
in display creation. Group action through working with 
others interested in. the success of an object is the most 
certain road to success. 

“The public is not interested in whether you have won 
many prizes and your standing among the other members 
of the profession, for they are thinking only of themselves 
and just how the merchandise displayed in your windows 
will affect them and their daily lives. The window is the 
keystone of the store today and the solution of every sales 
problem. 

“More than 87 per cent of the purchases made are 
determined by sight, while the other 13 per cent by the 
remaining senses. The display manager can be compared 
to the stage manager of the theatre, for he is never in the 


(Continued on page 58) 
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NON-COMPETITIVE DEMONSTRATIONS, I. A. D. M. CONVENTION 
Top Left by Harold A. Grinden, Glass Block Store, Duluth, Minn.; Top Right, Joseph H. Marshall, The Boersma 
Co., Chicago ; Center, Upper Left, J. H. Everetts, Block & Kuhl Co., Peoria, Ill.; Center, Upper Right, Harry L. 
Kramer, C. K. Whitner & Co., Inc., Reading, Pa.; Center, Lower Left, Dan Hansen, Clark & Co., Peoria, IIl.; 
Center, Lower Right, Ray A. Young, Harry Katz,Inc., Oklahoma, City, Okla.; Bottom Left, C. J. Gehring, Rike- 
Kumler Co., Dayton, O.; Bottom Right, Harry Garfinkel, Harzfeld’s, Kansas City, Mo. 
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NON-COMPETITIVE DEMONSTRATIONS, I. A. D. M. CONVENTION 
Top Left by A. L. Meadows, Washer Bros., Ft. Worth, Texas; Top Right, George J. Edgecomb, The Frank Bros. 
Co., Marion, O.; Center, Upper Left, Joseph M. Chadwick, Famous & Barr, St. Louis; Center, Upper Right, John 
I’. Mackey, Herpolsheimer Co., Grand Rapids, Mich.; Center, Lower Left, W. R. Harre, Maas Bros., Tampa, Fla.; 
Center, Lower Right, Edward E. O’Donnell, Sisson-Bro:.-Weldon Co., Binghampton, N. Y.; Bottom Left, Syl C. 
Rieser, Laclede Gas & Electric Co., St. Louis; Bottom Rig'it,.W.L. Stensgaard, C. W. Klemm, Inc., Bloomingtox., Ill. 
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Photograph Contest Has Many Entries 


Medal in championship contest for 1925 is awarded Lothar F. Dittmar 
of Columbus, Ohio—Joseph M. Chadwick winner of sweepstakes 


ITH more than three thousand photographs, 

show cards and drawings entered in the 

twenty-eighth annual contest of the Interna- 

tional Association of Dsplay Men, prizes for 

which were awarded at the convention re- 
cently held in St. Louis, it is clearly evident that displaymen 
all over the country are taking a greater interest in their 
profession and are endeavoring to produce work of the 
highest type. 

A commttee of twelve judges awarded the prizes by 
cemparison. Only those members in good standing were 
allowed to compete in the contests. 

Lothar F. Dittmar, display manager, The Union Com- 
pany, Columbus, Ohio, was awarded highest honors ‘n the 
championship class. Only those who had won 300 or more 
points in annual contests of the association and who are 
members of the select group of champions were eligible 
to compete. This is considered the highest award of the 
contest and is a testimony of the high standard maintained 
by Mr. Dittmar and The Union Company. 

Karl M. Amdahl, The Palace Department Store, Spo- 
kane, Wash.; Jack Cameron, Harris-Emery Company, Des 
Moines, Iowa; Joseph M. Chadwick, Famous & Barr Com- 
pany, St. Louis, Mo.; Clarence E. Duff, William Erlanger 
Company, East Liverpool, Ohio, and Clement Kieffer, The 
Kleinhans Company, Buffalo, N. Y., became new members 
of the championship class by the addition of the points 
gained at this convention to those previously earned. 
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Joseph M. Chadwick, Famous & Barr Company, St. 
Louis, Mo., was declared winner in the Sweepstakes Class, 
which was to determine from a collection of twelve photo- 
graphs of displays of any kind of merchandise the best 
average of a displayman’s ability. 

The prize in the show card sweepstakes was given 
R. B. Strawn, Klein-Heffelman-Zollars Co., Canton, Ohio. 

The grand prize to the member winning the greatest 
number of points in the contest was awarded W. L. Stens- 
gaard, C. W. Klemm, Inc., Bloomington, Ill. This was a 
beautiful silver loving cup properly inscribed. 

A magnificent bronze statue of “Victory’ was awarded 
the St. Louis Display Men’s Club, whose members collec- 
tively won the greatest number of points in the contest. 
Five members of this association won 190 points, while the 
Bloomington Club, with only one member actively engaged 
in the contest, won 185 points. 

The awards in the varous classifications are as follows: 

Class 1—For photograph of best window display of 
women’s evening gowns: First, Dan Hines, M. L. Parker 
Company, Davenport, Iowa, second, W. L. Stensgaard, C. 
W. Klemm, Inc., Bloomington, IIl.; third, Jack Cameron, 
Harris-Emery Co., Des Moines, Iowa; fourth (Hon.), A. G. 
Parke, B. Lowenstein & Bros., Inc., Memphis, Tenn. 

Class 2.—For photograph of best window display of 
women's suits and cloaks: First, Harold L. Braudis, 
Meekins, Packard & Wheat, Inc., Springfield, Mass.; sec- 
ond, W. L. Stensgaard, C. W. Klemm, Inc.,, Bloomington, 









First Prize in Class 8 (Furs)of Photographic -C ontest by Harold Felgenhauer, S teinberg’s, St, Louis, Mo. 
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Six of the Twelve Displays Which Won First Prize for L. F. Dittmar, The Union Co., Columbus, Ohio, 
in Championship Contest. 


Ill.; third, W. L. Stensgaard, C. W. Klemm, Inc., Blooming- 
ton, Ill.; fourth (Hon.) Harold Felgenhauer, Steinberg’s, 
St. Louis, Mo. : 

Class 3.—For photograph of best window display of 
women's dresses: First, W. L. Stensgaard, C. W. Klemm, 
Inc., Bloomington, IIl.; second, Carl H. Shank, Stix, Baer 
& Fuller, St. Louis, Mo.; third, Harold Felgenhauer, Stein- 
berg’s, St. Louis, Mo.; fourth (Hon.), W. L. Stensgaard, 
C. W. Klemm, Inc., Bloomington, IIl. 

Class 4—For photograph of best window display of 
women’s waists and skirts: First, C. J. Gehring, The Rike- 
Kumler Company, Dayton, Ohio; second; W. L. Stens- 
gaard, C. W. Klemm, Inc., Bloomington, IIl.; third, D. P. 
Smith, Falk Mercantile Company, Boise, Idaho; fourth 


(Hon.), Ray A. Youhg, Harry Katz, Inc., Oklahoma City, 
Oklahoma. 

Class 5;—For photograph of best window display of 
silk piece goods: First, Karl M. Amdahl, The Palace De- 
partment Store, Spokane, Wash.; second, Harold L. Brau- 
dis, Meekins, Packard & Wheat, Inc., Springfield, Mass. ; 
third, W. L. Stensgaard, C. W. Klemm, Inc.,, Bloomington, 
Ill.; fourth (Hon.), Karl M. Amdahl, The Palace Depart- 
ment Store, Spokane, Wash. 

Class 6—For photograph of best window display of 
dress or wash goods: First, Dan Hines, M. L. Parker 
Company, Davenport, Iowa; second, W. Z. Coy, Miller, 
Rhoads & Swartz, Norfolk, Va.; third, D. P. Smith, Falk 
Mercantile Company, Boise, Idaho; fourth (Hon.) P. S. 
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oe JAXO N 


Adjustable 
Doll Stand 
SELLS MORE DOLLS 


The Improved Jaxon Adjustable 
Doll Stand is different in that it 
has a removable top. This saves 
space and weight and is more 
convenient to use. The base is 
bright finish, the holder is made of 
heavy wire that holds the dolls in an 
upright position. With the Jaxon Ad- 
justable Doll Stand you are able to 
arrange your doll display in an attrac- 
tive, life-like manner, that helps to 
sell more dolls. 

The demand for these stands proves 
their value to the displayman. Get 
your order in npgw for your fall and 
winter requirements. 

The only dol! 


stand that can 
be shipped 
at third-class 
freight rate. 





MADE | 
IN SIX 
SIZES 








Manufactured by 


J. B. TIMBERLAKE & SONS 


JACKSON, MICHIGAN 























A COMMERCIAL 
FIXTURE 


Consisting of 15” Mirror 
Lined Shade, Globe, Chain, 
Canopy and Wiring, 
Ce-1plete for 


$5.75 


for every purpose. Show- 
case and window reflect- 
ors, flood-lighting, picture 
and art gallery lighting. 


Sunlight Reflector 


Co., Inc. 
Establ. 1898, 
226=228 Pacific Street, 
Brooklyn, N. Y. 








We manufacture reflectors | 




















OUR SPECIALTY 


Give us a description and lay- 
out of your store front and 
the type of trade you cater to 
and we will design the proper 
valance for you; no charge for 
this service; also a complete 
stock of silk plush. Write for 
price. 


KARL L. B. ROTH 


Manufacturer and Designer 
FINDLAY, OHIO 


























Williams, Scruggs-Vandervoort-Barney Dry Goods Com- 
pany, St. Louis, Mo. 

Class 7.—For photograph of best window display of 
millinery: First, A. Parke, B. Lowenstein & Bros., Inc., 
Memphis, Tenn.; second, Dan Hines, M. L. Parker Com- 
pany, Davenport, Iowa; third, W. Z. Coy, Miller, Rhodes & 
Swartz, Norfolk, Va.; fourth (Hon.) W. L. Stensgaard, 
C. W. Klemm, Inc., Bloomington, IIl. 

Class 8.—For photograph of best window display of 
furs: First, Harold Felgenhauer, Steinberg’s, St. Louis, 
Mo.; second, J. E. Hopkins, George A. Gray Company, 
Duluth, Minn.; third, W. L. Stensgaard, C. W. Klemm, 
Inc., Bloomington, IIl.; fourth (Hon.), Harold Felgenhauer, 
Steinberg’s, St. Louis, Mo. 

Class 9.—For photograph of best window display of 
linen: First, W. Z. Coy, Miller, Rhoads & Swartz, Norfolk, 
Va.; second, D. P. Smith, Falk Mercantile Company, Boise, 
Idaho; third, W. R. Harre, Maas Brothers, Tampa, Fla.; 
fourth (Hon.) Dan Hines, M. L. Parker Company, Daven- 
port, Iowa. 

Class 10.—For photograph of best window display of 
infants’ wear: First, Carl F. Goettmann, Jr., Joseph Horne 
Company, Pittsburgh, Pa.; second, W. Z. Coy, Miller, 
Rhoads & Swartz, Norfolk, Va.; third, D. P. Smith, Falk 
Mercantile Company, Boise, Idaho; fourth (Hon.) M. H. 
Luber, The Killian Company, Cedar Rapids, Iowa. 

Class 11.—For photograph of best window display of 
lingerie or muslin underwear: First, Carl F. Goettman, 
Jr., Joseph Horne Company, Pittsburgh, Pa.; second, D. 
P. Smith, Falk Mercantile Company, Boise, Idaho; third, 
H. Felgenhauer, Steinberg’s, St. Louis, Mo.; fourth (Hon.) 
W. L. Stensgaard, C. W. Klemm, Inc., Bloomington, Il. 

Class 12.—For photograph of best window display of 
corsets: First, W. L. Stensgaard, C. W. Klemm, Inc., 
Bloomington, IIl.; second, Karl M. Amdahl, The Palace De- 
partment Store, Spokane, Wash.; third, Dan Hines, M. L. 
Parker Company, Davenport, Iowa; fourth (Hon.) P. S. 
Williams, Scruggs-Vandervoort-Barney Dry Goods Com- 
pany, St. Louis, Mo. 

Class 13—For photograph of best window display of 
handkerchiefs: First, W. Z. Coy, Miller, Rhoads & Swartz, 
Norfolk, Va.; second, Carl F. Goettmann, Jr., Joseph Horne 
Company, Pittsburgh, Pa.; third, Dan Hines, M. L. Parker 
Company, Davenport, Iowa; fourth (Hon.) D. P. Smith, 
Falk Mercantile Company, Boise, Idaho. 

Class 14—For photograph of best window display of 
ribbons: First, W. Z .Coy, Miller, Rhoads & Swartz, Nor- 
folk, Va.; second, Carl F. Goettmann, Jr., Joseph Horne 
Company, Pittsburgh, Pa.; third, W. L. Stensgaard, C. W. 
Klemm, Inc., Bloomington, IIl.; fourth (Hon.), M. H. Luber, 
The Killian Company, Cedar Rapids, Iowa. 

Class 15.—For photograph of best window display of 
women’s neckwear: First, W. L. Stensgaard, C. W. Klemm, 
Inc., Bloomington, IIl.; second, D. P. Smith, Falk Mer- 
cantile Company, Boise, Idaho; third, H. Garfinkle, Harz- 
feld’s Parisian Cloak Company, Kansas City, Mo.; fourth 
(Hon.), Walter L. Heuman, Ziesel Bros. Company, Elkhart, 
Indiana. 

Class 16.—For Ryle of best window display of 
notions: First, J. E. Hopkins, George A. Gray Company, 
Duluth, Minn.; wioond, John H. Gray, Ranson Dry Goods 
Company, Coshocton, Ohio; third, George H. Wagner, 
Denecke Company, Cedar Rapids, Iowa. 

Class 17—For photograph of best window display of 
toys: First, Carl F. Goettmann, Jr., Joseph Horne Com- 
pany, Pittsburgh, Pa.; second, Carl F. Goettmann, Jr., Jo- 
seph Horne Company, Pittsburgh, Pa.; third, W. L. Stens- 
gaard, C. W. Klemn, Inc., Shecusianion, lll.; fourth (Hon.) 
J. Chadwick, Famous & Barr Company, St. Louis, Mo. 
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Class 18.—For photograph of best window display of 
men’s, women’s or children’s hosiery: First, George H. 
Wagner, Denecke’s, Cedar Rapids, Iowa; second, John C. 
Mackey, M. Rich & Bros., Atlanta, Ga.; third, Dan Hines, 
M. L. Parker Company, Davenport, Iowa; fourth (Hon.), 
J. Chadwick, Famous & Barr Company, St. Louis, Mo. 

Class 19.—For photograph of best window display of 
men’s, women’s or children’s underwear: First, P. S. Wil- 
liams, Scruggs-Vandervoort-Barney Dry Goods Company, 
St. Louis, Mo.; second, Clement Kieffer, Jr. The Kleinhans 
Company, Buffalo, N. Y.; third, D. P. Smith, Falk Mer- 
cantile Company, Boise, Idaho; fourth (Hon.), Harold L. 
Braudis, Meekins, Packard & Wheat, Inc., Springiield, 
Massachusetts. 

Class 20.—For photograph of best window display of 
men’s clothing: Frst, C. J. Gehring, Rike-Kumler Com- 
pany, Dayton, Ohio; second, Clement Kieffer, Jr., The 
Kleinhans Company, Buffalo, N. Y.; third, J. Chadwick, 
Famous & Barr Company, St. Louis, Mo.; fourth (Hon.), 
A. Parke, B. Lowenstein & Bros., Inc., Memphis, Tenn. 

Class 21.—For photograph of best window display of 
boys’ clothing: First, C. J. Gehring, Rike-Kumler Com- 
pany, Dayton, Ohio; second, W. Z. Coy, Miller, Rhodes & 
Swartz, Norfolk, Va.; third, L. L. Wilkins, Kerr Dry Goods 
Company, Oklahoma City, Okla.; fourth (Hon.) A. Parke, 
B. Lowenstein & Bros., Inc., Memphis, Tenn. 

Class 22.—For photograph of best window display of 
hats and caps: First, J. Chadwick, Famous & Barr Com- 
pany, St. Louis. Mo.; second, Joseph H. Marshall, The 
Boersma Company, Chicago, Ill.; third, J. H. Hilton, Ritter 
& Meyer, Youngstown, Ohio; fourth (Hon.), J. H. Everetts, 
Block & Kuhl Company, Peoria, II. 

Class 23—For photograph of best window display of 
men’s shirts: First, W. Z. Coy, Miller, Rhoads & Swartz, 
Norfolk, Va.; second, Joseph H. Marshall, The Boersma 
Company, Chicago. Ill.; third, W. J. Randolph, O’Brien- 
Jobst Company, Peoria, IIl.; fourth (Hon.), Joseph H. Mar- 
shall, The Boersma Company, Chicago, 

Class 24.—For photograph of best window display of 
men’s furnishings: First, W. Z. Coy, Miller, Rhoads & 
Swartz, Norfolk, Va.; second, W. W. Yeager, Wolf Gries- 
heim & Sons, Bloomington. Ill.; third, Clement Kieffer, 
Jr., The Kleinhans Company, Buffalo, N. Y.; fourth (Hon.), 
C. J. Gehring, Rike-Kumler Company, Dayton, Ohio. 

Class 25+-For photograph of best drape: First, M. H. 
Luber, The Killian Company, Cedar Rapids, Iowa; second, 
L. L. Wilkins, Kerr Dry Goods Company, Oklahoma City, 
Okla.; third, D. P. Smith, Falk Mercantile Company, Boise, 
Idaho; fourth (Hon.), D. P. Smith, Falk Mercantile Com- 
pany, Boise, Idaho. 

Class 26.—For photograph of best window display of 
books, stationery, sheet music, pictures, etc.: First, W. Z. 
Coy, Miller, Rhoads & Swartz, Norfolk, Va.; second, John 
T. Mackey, Herpolsheimer’s, Grand Rapids, Mich.; third, 
M. H. Luber, The Killian Company, Cedar Rapids, Iowa; 
fourth (Hon.), John T. Mackey, Herpolsheimer’s, Grand 
Rapids, Mich. 

Ciass 27—For photograph of best window display of 
jewelry, cut glass, china, art ware, etc.: First, Dan Han- 
sen, Clarke & Company, Peoria, IIl.; second, John’ T. 
Mackey, Herpolsheimer’s, Grand Rapids, Mich; third, M. 
H. Luber, The Killian Company, Cedar Rapids, Iowa; 
fourth (Hon.), John T. Mackey, Herpolsheimer’s, Grand 
Rapids, Mich. 

Class 28—For photograph of best window display of 
sporting goods: First, C. J. Gehring, Rike-Kumler Com- 
pany, Dayton, Ohio; second, J. Chadwick, Famous & Barr 
Company, St. Louis, Mo.; third, J. E. Everetts, Block & 
Kuhl Company, Peoria, Ill.; fourth (Hon.), Clement Kief- 
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No. 5810 


Drapery Stands 


with ornamental tops are 
always useful for the - 
proper arrangement of 
fabrics and drape goods 
when merchandise is to be 
placed on display in an at- 
tractive manner. The cor- 
rect tops assist in the drap- 
ery effects you are after. 


A few suggestions illus- 
trated above are in Spanish 
Renaissance Period design. 


Write ‘for Full Information 
About This New Period Design 


Hugh Lyons & Company 


LANSING MICHIGAN 


SALES OFFICES 


New York—35 W. 32nd St. 
Chicago—217 W. Jackson Bivd. 
Baltimore—No. 1 N. Eutaw St. 
Boston—52 Chauncy St. 
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fer, Jr., The Kieinhans Company, Buffalo, N. Y. 

Class 29.—Fo~ photograph of best window display of 
men’s, women’s or children’s bathing suits: First, J. Chad- 
wick, Famous & Barr Company, St. Louis, Mo.; second, 
W. Z. Coy, Miller, Rhoads & Swartz, Norfolk, Va.; third, 
W. R. Harre, Maas Brothers, Tampa, Fla.; fourth (Hon.), 
Dan Hansen, Clark & Company, Peoria, II. 

Class 30.—For best window display of hardware, gas 
or electrical fixtures, woodenware, house furnishings, etc.: 
First, G. W. Westerman, Consumers’ Power Company, 
Jackson, Mich.; second, Syl Reiser, Laclede Gas Company, 
St. Louis, Mo.; third, L. L. Wilkins, Kerr Dry Goods Com- 
pany, Oklahoma City, Okla.; fourth (Hon.), P. S. Wil- 
liams, Scruggs-Vandervoort-Barney Dry Goods Company, 
St. Louis, Mo. 

Class 31—For best window display of musical instru- 
ments and accessories: First, Paul F. Lupo, Barker Bros., 
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Los Angeles, Cal.; second, D. P. Smith, Falk Mercantile 
Company, Boise, Idaho; third, Harold L. Braudis, Meekins, 
Packard & Wheat, Inc., Springfield, Mass.; fourth (Hon.), 
Walter L. Heuman, Ziesel Brothers, Elkhart, Ind. 

Class 32.—For photograph of best window display of 
carpets and rugs: First, T. J. McCormack, Peoples’ Out- 
fitting Company, Detroit, Mich.; second, Carl F. Goett- 
mann, Jr., Joseph Horne Company, Pittsburgh, Pa.; third, 
T. J. McCormack, Peoples’ Outfitting Company, Detroit, 
Mich.; fourth (Hon.), Carl F. Goettmann, Jr., Joseph Horne 
Company, Pittsburgh, Pa. 

Class 33—For photograph of best window display of 
draperies and curtains: First, Paul F. Lupo, Barker Bros., 
Los Angeles, Cal.; second, D. P. Smith, Falk Mercantile 
Company, Boise, Idaho; third, Carl F. Goettmann, Jr., Jo- 
seph Horne Company, Pittsburgh, Pa.; fourth (Hon.), Dan 
Hansen, Clark & Company, Peoria, IIl. 
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Six First Prize Winning Displays Out of Twelve Photographs Entered in Contest by W. Z. Coy, Miller, Rhoads 


& Swartz, Norfolk, Va. 


Four Others Won Second and.Third Prizes. 
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Its an easy Crick now to keep your 
entire store decosated with oxigival trims 


a ms See) Quickly Made out of cloth, 
b hea — " wallboard, tissue, or cardboard 


OUR success, your progress, your income, all depend 

upon the character and effectiveness of your displays. 

Also upon how fast and how economically you can 
make them. Don’t shackle yourself with old time methods. 
The compass, saw, sharp knife and scissors have been super- 
seded by the Cutawl. It is used by prominent display- 
men everywhere. The Cutawl will cut out any design, no 
matter how intricate, out of wallboard, cloth, tissue, card- 
board, etc. Layers may be stacked to nearly one-half inch 
thick, to make numerous units at one cutting. Simple to 
operate by anyone with only a little practice. A great time 
and money saver from every angle. But you'll never really 
appreciate its immense value to you until you try it. Write 
for— ’ 


15-DAY FREE 
TRIAL 





The Fraser Dry Goods Co., Brocton, Mass., finds the Cutawl indispensable for 
constantly keeping windows and interior decorated with new, interesting trims. 
The mirrors, frames, trees, tree containers, panels and other features in the above 
photograph were all’ produced with a Cutawl. 


INTERNATIONAL 
CUTAWL:! 


THE INTERNATIONAL REGISTER CO, 13 S. Throop St.. CHICAGO 





QUALITY. and ORIGINALITY 66 ‘A then tion Everybody” 


that’s what your windows will 
say if you enlist the aid of 


ONLI-WA DISPLAY FIXTURES 


in displaying your merchandise. They are the apex in quality 
and construction, and 
attractive in design. 
They lend grace and dis- 
tinctiveness to any dis- 
play. 


Write for Catalog 
No. 12 





A Dash of Color 


will add life and beauty 
to your window and 


ONLI-WA COLOR GLOBES 


supply just the proper amount of color. 
Write for detailed information. 


The ONLI-WA FIXTURE CO. 


ST. PAUL AVENUE Dept. D. W. DAYTON, OHIO 
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. Description of No. K-1 


Clown is in Act of 


Spinning Top 


(Mechanical ) 


Top is illuminated. 

Costume is of satin finish. 
Height over all, 67 inches. 
Length of base, 48 inches. 
Depth of base, 30 inches. 


Write for new illustrated folder 


Messmore & Damon 


(Incorporated) 


404 West 27th Street 
New York City 








Class 34—For photograph of best window display of 
furniture: First, Paul F. Lupo, Barker Brothers, Los 
Angeles, Cal.; second, Paul F. Lupo, Barker Brothers, Los 
Angeles, Cal.; third, Paul F. Lupo, Barker Brothers, Los 
Angeles, Cal.; fourth (Hon.), P. S. Williams, Scruggs- 
Vandervoort-Barney Dry Goods Company, St. Louis, Mo. 

;Class 35—For photograph of best window display of 
drugs, druggists’ sundries, toilet articles, patent medicines, 
cigars, etc.: First, W. L. Stensgaard, C. W. Klemm, Inc., 
Bloomington, Ill.; second, N. R. McDonnell, J. H. C. Peter- 
son’s Sons & Company, Davenport, Iowa; third, D. P. 
Smith, Falk Mercantile Company, Boise, Idaho; fourth, 
Carl F. Goettmann, Jr., Joseph Horne Company, Pitts- 
burgh, Pa. 

Class 36—For photograph of best window display of 
groceries, provisions, confectionery, etc.: First, P. S. Wil- 
liams, Scruggs-Vandervoort-Barney Dry Goods Company, 
St. Louis, Mo.; second, Jack Cameron, Harris-Emery Com- 
pany. Des Moines, Iowa; third, W. R. Wilder, Phelps- 
Dodge Mercantile Company, Douglas, Ariz.; fourth (Hon.), 
Paul A. Harrold, Model Grocery Company, Pasadena, Cal. 

Class 37.:_For photograph of best window display of 
luggage, leather goods, etc.: First, P. S. Williams, Scruggs- 
Vandervoort-Barney Dry Goods Company, St. Louis, Mo.; 
second, W. L. Stensgaard, C. W. Klemm, Inc., Blooming- 
ton, Ill.; third, Clement Kieffer, The Kleinhans Company, 
Buffalo, N. Y.; fourth (Hon.), W. L. Stensgaard, C. W. 
Klemm, Inc., Bloomington, IIl. 

Class 38.—For photograph of best window display of 
local or national -civic, charity or memorial functions, ar- 
ranged to co-operate and give publicity to these campaigns: 
First, John T. Mackey, Herpolsheimer’s, Grand Rapids 
Mich.; second, W. L. Stensgaard, C. W. Klemm, Inc., 
Bloomington, Ill.; third, Ira L. Vonderheide, The Walker 
Dry Goods Company, Charleston, W. Va.; fourth (Hon.), 
Carl F. Goettmann, Jr., Joseph Horne Company, Pitts- 
burgh, Pa. 

Class 39—For photograph of best window display of 
women’s shoes: First, D. P. Smith, Falk Mercantile Com- 
pany, Boise, Idaho; second, W. R. Harre, Maas Brothers, 
Tampa, Fla.; third, Dallas M. Schultz, Joseph Spiess Com- 
pany, Elgin, Ill.; fourth (Hon.), M. H. Luber, The Killian 
Company, Cedar Rapids, Iowa. 

Class 40.—For photograph of best window display of 
men’s shoes: First, J. Chadwick, Famous & Barr Com- 
pany, St. Louis, Mo.; second, Joseph H. Marshall, The 
Boersma Company, Chicago, IIl.; third, C. J. Gehring, The 
Rike-Kumler Company, Dayton, Ohio; fourth (Hon.), D. 
P. Smith, Falk Mercantile Company, Boise, Idaho. 

Class 41—For photograph of best decorated booth, 
store, interior or public building: First, Paul F. Lupo, 
Barker Brothers, Los Angeles, Cal.; second, C. J. Gehring, 
The Rike-Kumler Company, Dayton, Ohio; third, T. J. 
McCormack, Peoples’ Outfitting Company, Detroit, Mich.; 
fourth (Hon.), Clarence E. Duff, Wm. Erlanger Company, 
East Liverpool, Ohio. 

Class 42.—For photograph of best decorated float or 
automobile: First, D. P. Smith, Falk Mercantile Company, 
Boise, Idaho; second, Joseph H. Marshall, The Boersma 
Company, Chicago, IIl. 

Class 43.—For photograph, pen and ink drawing of 
water color sketch of post, ledge or table display: First, 
W. L. Stensgaard, C. W. Klemm, Inc.,, Bloomington, IIL; 
second, Clarence E. Duff, Wm. Erlanger Company, East 
Liverpool, Ohio; third, Hugh Henry, Brett’s, Altoona, Pa.; 
fourth (Hon.), Hugh Henry, Brett’s, Altoona, Pa. 

Class 44.—For best pen and ink, pastel or water color 
sketch offering a suggeston for show window background, 
award to be made on execution: First, Hugh Henry, Brett’s, 
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Klee designs, workmanship 
and finish are real improve- 


ments not merely talking 


points. 
Write for we 0 
Bari O-+O 











Klee Display Fixture Co., Inc. 


172 ATLANTIC AVE. ROCHESTER, N. Y. 
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SUPER-LIGHT 


At a Saving to You 
in Electric Current Used! 


Distinctly Different 
All-Metal Reflector 


Will Not Break, Crack, 
Chip, Peel or Rust. 






GUARANTEED FOR 
PERMANENCY. 


2 IN 1 REFLECTOR 


WRITE NOW FOR DETAILED 
INFORMATION. 


SUN-RAY LIGHTING PRODUCTS, INC. 
119 Lafayette St. (Dept. W) New York, N. Y. 


“The Backbone of your Windows” 


























We Are Actually Doing It! 


A National SERVICE is Now Being 
Rendered to Clients for the 


INSTALLATION 
Wiadew Disslage 


THROUGH LOCAL ASSOCIATES 





SAVE TIME — MONEY — DETAIL 





INFORMATION ON REQUEST 





CLYDE P. STEEN 


Secretary 
Cincinnati, Ohio 


GEORGE ALTMAN 
President 
Columbus, Ohio 


WINDOW DISPLAY 
INSTALLATION BUREAU 


Executive Offices: 
22-23 Pickering Building, 
CINCINNATI, OHIO 
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REPE 


For Paper Craft 


* * * 


Supreme Quality 
Made in Thirty-three Brilliant 
Shades and Colors 


RINKLE 
REPE 


IS MADE ESPECIALLY FOR 
DECORATIVE PURPOSES © 


A Sample Fold Sent Upon Request 


Manufactured by 


The Tuttle Press Co. 
APPLETON, WISCONSIN 
1899 — 1925 


RODS OR 


Pou 
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Are You Using 


“JUST THE BEST” 
Papier Macher 














39 Inches High ~ 


Imitation of Old Bronze 








Art Fontaine 
Exposition Company 


10714, N. Main Street 
Los Angeles, Calif. 




















Altoona, Pa.; second, E. P. Lavin, Yowell-Drew Company, 
Orlando, Fla.; third, Clarence E. Duff, Wm. Erlanger Com- 
pany, East Liverpool, Ohio; fourth (Hon.), E. P. Lavin, 
Yowell-Drew Company, Orlando, Fla. 

Class 45—For best pen and ink, pastel or water color 
sketch offering a suggeston for window display; award 
was made on originality and practical ideas advanced: 
First, Matt Markusich, The Fair Store, San Antonio, 
Texas; second, Matt Markusich, The Fair Store, San An- 
tonio, Texas; third, Clarence E. Duff, Wm. Erlanger Com- 
pany, East Liverpool, Ohio; fourth (Hon.), E. P. Lavin, 
Yowell-Drew Company, Orlando, Fla. 

Class 46.—For best drawing or sketch offering sugges- 
tion for a float: First, Matt Markusich, The Fair Store, 
San Antonio, Texas; second, Clarence E. Duff, Wm. Erlan- 
ger Company, East Liverpool, Ohio; third, Matt Marku- 
sich, The Fair Store, San Antonio, Texas; fourth, E. P. 
Lavin, Yowell-Drew Company, Orlando, Fla. 

Class 47.—For the best collection of twelve photographs 
of window displays, any kind of merchandise; this class 
was intended to get the best average of a displayman’s 
ability: First, J. Chadwick, Famous & Barr Company, 
St. Louis, Mo.; second, W. L. Stensgaard, C. W. Klemm, 
Inc., Bloomington, IIll.; third, Jack Cameron, Harris-Emery 
Company, Des Moines, Iowa; honorable mention, Clement 
Kieffer, The Kleinhans Company, Buffalo, N. Y.; Dan Han- 
sen, Clark & Company, Peoria, Ill.; Syl Reiser, Laclede 
Gas Company, St. Louis, Mo.; J. E. Everetts, Block & 
Kuhl Company, Peoria, Ill.; W. Bartikoski, First Street 
Department Store, Duluth, Minn.; C. W. Westerman, Con- 
sumers’ Power Company, Jackson, Mich.; C. W. Morton, 
Weinstock-Lubin Company, Sacramento, Cal.; Matt Mar- 
kusich, The Fair Store, San Antonio, Texas; Joseph H. 
Marshall, The Boersma Company, Chicago, Ill.; W. R. 
Wilder, Phelps-Dodge Mercantile Company, Douglas, 
Ariz.; Paul F. Lupo, Barker Brothers, Los Angeles, Cal.; 
Harold L. Braudis, Meekins, Packard & Wheat, Inc., 
Springfield, Mass.; Carl F. Goettmann, Jr., Joseph Horne 
Company, Pittsburgh, Pa. 

Class 48:—For the best five pen lettered cards: First, 
Ralph B. Strawn, Klein, Heffelman, Zollars Company, Can- 
ton, Ohio; second, Ralph B. Strawn, Klein, Heffelman, Zol- 
lars Company, Canton, Ohio; third, A. L. Meadows, Washer 
Brothers, Ft. Worth, Texas; fourth (Hon.), J. H. Hilton, 
Ritter & Meyer Company, Youngstown, Ohio. 

Class 49.—For the best five brush lettered cards: First, 
Ralph B. Strawn, Klein, Heffelman, Zollars Company, 
Canton, Ohio; second, Ralph B. Strawn, Klein, Heffelman, 
Zollars Company, Canton, Ohio; third, Ray A. Young, 
Harry Katz, Inc., Oklahoma City,.Okla.; fourth (Hon.), 
Waiter L. Heuman, Ziesel Brothers, Elkhart, Ind. 

Class 50.—For the best five air brush designs, suitable 
for show cards and price tickets: First, A. L. Meadows, 
Washer Brothers, Ft. Worth, Texas; second, L. L. Wil- 
kins, Kerr Dry Goods Company, Oklahoma City, Okla.; 
third, L. L. Wilkins, Kerr Dry Goods Company, Oklalioma 
City, Okla. 

Class 51.—For best collection of ten show cards, any 
size, any shape, any color, any material or combination 
desired: First, R. B. Strawn, Klein, Heffelman, Zol- 
lars Company, Canton, Ohio; second, A. L. Meadows, 
Washer Brothers, Ft. Worth, Texas; third, R. B. Strawn, 
Klein, Heffelman, Zollars Company, Canton, Ohio; fourth 
(Hon), John H. Gray, Ranson Dry Goods Company, Cos- 
hocton, Ohio. 

Although the entries this year were larger than ever 
before, little improvement in originality of design or use 
of materials was shown over previous years. 
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We Want You to Have 
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Our New Fall Book 


A SPECIAL effort is being made by us to put this 
new book into the hands of every displayman 
and merchant of standing in the country 








1. 


2 


3. 














ALL-METAL | 
ADJUSTABLE 
PANTOGRAPH 


Indispensable for rough-outs, 
layouts, enlargements, reduc- 
tions, and wherever a drawing 
board is used. 
Fully adjustable, with an ex- 
tremely simple and almost iu- 
stantaneous adjusting device. 
Made of the finest materials 
and absolutely guaranteed. 
Sent postpaid on receipt of $3.00. Try it. 

Money refunded if not satisfactory. 


DRAWING-AIDE COMPANY 


228 Caxton Building Cleveland, Ohio 














YOUR COPY OF THIS BOOK IS WAITING FOR YOU 
SEND FOR IT RIGHT NOW! 


Write for Book D-1 





Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples _ sent 
on request. 





Cleveland Decorative Works, Inc. 
1260 W. 9TH ST. CLEVELAND, O. 











THE KINNEAR ARTCRAFTS 


Window Settings and Novelties, 
|. Art Panels, Scrolls, Backgrounds 
| Correspondence solicited. 


NEW YORK 











| 19 EAST 15th STREET 








BECAUSE 


DESIGNS—Exceed in beauty and practicability 
anything we have ever offered. 

QUALITY—Only the finest materials and best 
workmanship have been employed. 

FRICES—You will appreciate what we offer on 
this score as never before. We invite com- 
parison. 









"357-359 W Chicago Ave, CHICAGO 
Headquarters for Display Ideas and Service 


Manufacturers and Importers of Flowers and Jloral Decorations 





J. GOTTWALD 


Manufacturer of the World-Famous 


VIENNA DISPLAY WINDOW 


Wax Figures 
Tea—Fashion and IIlumi- 
wy 


nated Dolls, Artists’ Heads, 
Bonbonnieres. 
Vienna VI Gumpendorferstrasse 55 
CATALOGUES FREE. 
COMPARE THE PRICES! 


























Windows Enriched With 


Plushes and Velours in Exquisite 
Shades and Tones Attract Atten- 
tion and Create New Business. 





We specialize on your needs. 
Let us quote, or order an initial 


She Nopeos oom. supply. 
Samples and Prices Supplied on Request 


National Plush Company 


7 West 3rd Street New York City 
“A National Institution Known for Service” 
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Issued on the Fifteenth of Every Month by 
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OUR PLATFORM 


1. The Development of the Art of Mercantile Display. 
2. More Intimate Co-operation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal Practical and Helpful Personal Service to the Display Profession and its Industry. _ 
5. Appreciation of Display by Merchants as the Most Powerful Factor in the Business of Selling. 
6. To Maintain the Independence of Its Editorial Columns so That It May Always Discuss Without Fear, 
of Bias or Jealousy Every Activity in the Display Field and Serve Best All Interests. 
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Birthdays are likely to make 
us feel self-conscious. Sud- 


Looking Backward 
and Forward in 


Display Advertising - denly a day comes upon us 


to mark the passing of an 
era, another milestone, and we become introspec- 
tive. We look within ourselves to take account 
of stock, to measure our stature, and to gauge 
how much'we may expect of ourselves in the 
future. Thus, with this issue The DISPLAY 
WORLD enters its fourth year. 


Profound gratitude is the feeling uppermost in 
our hearts and minds as we reach this point in our 
endeavor. Many expressions of approval and words 
of congratulation for our accomplishments since 
the first copy was issued have been received and 
are sincerely appreciated, but we feel it only fair 
to record at this time our obligation to our sub- 
scribers who, in constantly increasing numbers, 
have read our journal and whose criticisms, sug- 
gestions and advice have been of the greatest as- 
sistance in shaping our editorial program. 


In our opinion The DISPLAY WORLD has done 
no more than make a good beginning towards do- 
ing its job as “The National Journal of Successful 
Selling by Mercantile Display.” Far from being 
satisfied with what we have done so far, we are 
realizing more and more every day how very little 
we have done when we measure our accomplish- 
ments by the yardstick of our opportunities. 


Three years ago we announced that it was our 
purpose to publish The DISPLAY WORLD “with” 
our readers rather than “for” them. We believed 
then that a display publication which is to be vital 
and stimulating in every sense must draw its in- 
spiration very largely from the practical men who 
are daily meeting and wrestling with the various 


problems which present themselves in the creation 
of store and window settings. 

In so far as we have been able to present ma- 
terial of value to those engaged in the display in- 
dustry we have been directed very largely by the 
wishes of our field as expressed to us by actual 
contact and by letter; not only from all parts of 
the United States and Canada, but also from many 
other parts of the world, notably England and 
Scotland, Australia, New Zealand, France, Italy, 
Germany, Argentina, China, South Africa and 
British India. 

However, the publishers and editors of The 
DISPLAY WORLD today are not nearly so con- 
cerned with the past, in spite of its excellent his- 
tory, as they are with the future. The overwhelm- 
ing growth of interest in display advertising pre- 
sents new problems that invite the attention of 
thinking participants in our artistic development. 
We are living in an age that experiences the use 
of the show window and its allied agencies as an 
educational medium and a great force that enters 
into the life of all humanity. 

Think for a moment of the changes that have 
taken place in the display industry throughout the 
land. Think of the tremendous progress that has 
been made by our great manufacturing houses to 
place in the hands of merchants and displaymen 
materials which provide the composite experience 
of the master minds of display advertising. And, 
by no means, the least important of these mighty 
agencies, think of the vast army of displaymen 
who have swept across every continent and through 
patient, persistent and intelligent efforts are lead- 
ing the whole world into a better understanding 
of merchandise, its monetary value, and its use- 
fulness to humanity. 
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These are the changes that are going on in the 
land today. Some of us may be so absorbed in 
our individual problems that we are inclined to 
lose the perspective and thereby fail to realize 
how all these forces are combining to create a con- 
dition that means opportunity for every person in 
any way identified with display advertising. 

And while it is truly a transitional age, we need 
not wait for the transformation to happen, for the 
change is here now, the age of opportunity is at 
hand. Never before have conditions been so favor- 
able for the pursuit of display as a profession. 
Never before has a public been so willing to accept 
the ministrations of the sincere, clear-thinking 
leaders of display and display education. The re- 
wards of today, as the rewards of tomorrow, are 
readily available to those who are prepared to carry 
on the work. 

It may then become apparent to our readers 
why, on this fourth birthday of The DISPLAY 
WORLD, we, who attempt to interpret the spirit 
of the golden era, are looking rather to the present 
and to the future than to the past. 





Down the sea of the cen- 
turies man sails the ship of 
his dreams, seeking the har- 
bor of happiness. This is the 
deathless expedition of the ages. Centuries slip into 
eternity, philosophies flourish and fall, truths live 
their hour or two and are truths no longer, but the 
quest for happiness goes on forever. The discovery 
of continents, the making of nations, the conquest 
of earth’s forces—these are incidents of the great 
adventure. 


Display Advertising 
and Its Part in 
Creating Happiness 


In pursuit of happiness man has enlisted art, 
which is of the spirit; science, which is of the 
mind, and industry, which is of the flesh. In the 
yearning of their own hearts for happiness Michel 
Angelo and Pasteur helped others toward happi- 
ness—the one with his art, the other with his great 
humane discoveries, 

And in the yearning of millions for happiness 
America set up a new form of government, reared 
cities where desolation was, drove railroads through 
mountains, converted barren plains into fertile 
helds, made new discoveries and inventions for the 
enjoyment and advancement of mankind and de- 
veloped a great force called display advertising to 
present to the people a higher standard of living. 

The quest for happiness goes on forever, not 
because happiness is an illusion, but because its 
ideals are forever advancing. The work of industry 
is to keep pace with these ideals and the work of 
display advertising is to open the eyes of the people 
to the treasures which industry bears. 
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The International Associa- 
tion of Display Men’s con- 
vention that has just ended 
served a business purpose 
of the utmost value. It brought manufacturer and 
displayman into closer contact, which was, by far, 
the outstanding feature, and it is safe to say that, 
however large the percentage of waste in time and 
effort may be at the annual assemblages, an in- 
creased profit of millions of dollars in both incre- 
ment and gcod-will is shown as a result of each 
such affair. 

There is a large amount of convention work 
suitable for individual express‘on by each partici- 
pant in the ordinary course of business. If some- 
thing practical has been learned, or some higher 
ideal for inspiration and encouragement in time of 
disappointment has been inculcated in the least ob- 
trusive member, he will obviously profit most by 
using it, not by forgetting it forthwith or viewing 
it as a thing to be employed only for show purposes. 

At every convention the impulses and outcome 
of mass action are to be seen. It may be observed 
how much faster and more effectively new ideas 
take root, and new products are received, when 
they are presented amid the eclat of public as- 
semblage. Sense of the dramatic asserts itself, and 
an arranged presentation doubles its lasting value, 
when more than casual effort is made to achieve 


The Great Lesson 
That May Be Learned 


From Conventions 


an end. 
The thoughtful merchant or displayman will 
thus assure himself that the way to success is by a 
series of unusual and dramatic efforts. It is pos- 
sible for any retail store to conduct a series of 
“conventions” of its patronage continuously through 
the year. To send out a call for visitors when some- 
thing new is approaching, to stage the event deftly 
and with regard for the extraordinary features of 
it and to make it plain that a benefit is being con- 
ferred as well as a dollar being achieved, is to 
raise merchandising above the level of barter. 
The unvaryingly profitable retail business of 
this country follows convention practices sys- 
tematically. The great department stores, furni- 
ture houses and the chain stores are, in effect, con- 
ductors of one convention after another for the 
edification and service of the public. They realize 
that they can not thrive on normal and routine de- 
mand. They realize that the public actually wants 
to be stimulated, to be shown new goods and new 
usages of old goods, to be taught how to enjoy life 
to the fullest. Many means for such teaching are 
discoverable in every assemblage like the one just 
closed. They should not be ignored between times 
and merely taken from the shelf of memory and 
dusted off for temporary display one week of each 
year. 


. 
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With the New York Displaymen 


Practically all New York stores and shops featured summertime 
wearable in windows with elaborate scenes during last month 


By T. A. GALLAGHER 
New York Correspondent, The Display World 


S might be expected, summer time and 

summer wear was the chief motif in New 

York windows the past month. The 

method of presenting summer-time goods 

varied, of course, but the one uniform impression left 

on the mind of this correspondent is the predominance 
of color in feminine and male apparel. 

Among the windows which brought out some strik- 
ing presentations of color were those of B. Altman and 
Company. Three sections of the Fifth Avenue win- 
dows were set aside for the display of figured cre- 
tonne brought from the Exposition of Modern, Indus- 
trial and Decorative Arts which was held in Paris this 
spring. The cretonne was brought up into an apex 
in the center of the display, while the ones on both 
sides just reversed the idea. 

Another window of B. Altman & Co. displays the 
new and popular figured chiffon. A long drape of 
yard-wide, light rose-colored chiffon was brought down 
from the top of the setting and run out to the window 
on both side. The design on the chiffon was one of 
great American Beauty roses, and this harmonized 
splendidly with the flowered designs on three chiffon 
summer dresses which were shown on three forms, one 
of which was in the center of the set, and one on 
each side. 

A charming summer effect was shown in Mc- 
Creerys’ windows in connection with a display of sum- 
mer sport clothes in jersey and fancy wash goods. The 
window had a sky-blue background made of silk of 
that color on a frame. A green painted garden set- 
tee was in the center foreground, while directly behind 
were five pieces of lattice work through which were 
twined artificial roses. 

To the right of the settee was a form bearing a 
grey sport costume of jersey cloth. To the right of 
this was a green garden chair over which was draped 
a light grey fur-collared cloak, and near the right side 
was a radio set with loop antenna. 

To the left of the center settee was a form in a 
striped yellow costume, the stripes being in black, 
maroon and combinations of these. To the left of this 
form was a garden chair, over which was draped a 
jersey sport suit of grey. In front of the chair were 
a pair of sport shoes, beside which were folded a pair 
of golf hose. Behind the chair was a golf bag with 
sticks, 

Gimbel Brothers also utilized artificial flowers to 
create a summer effect. To the extreme right rear of 


such windows was a boxed artificial apple tree with 
apple blossoms in blue. Crossing diagonally in front 
of the tree and running out to the glass was stretched 
a dark orchard neck piece of crepe. At the end of this 
neck piece nearest the tree was a straw hat with orchid 
band, and like head pieces were placed mid way down 
the neckpiece on either side. 

A garden settee of imitation concrete near the ex- 
treme left bore four hats, all with orchid bands or 
rosettes. An orchid parasol leaned against the settee. 

A stand bearing another straw hat, with band of the 
same color, was set to the right of the settee and an 
archid scarf of chiffon ran from the foot of the stand 
out to the window in the same way as did the scarf 
on the right side of the window. 


Arnold and Constable had a striking marine display 
of bathing suits. On a canvas or drawing board of 
about six by four was painted in opaque color the fig- 
ures of two bathing girls one standing, seemingly bend- 
ing over to talk to another sitting at her feet beneath 
an orchid sun umbrella. 

The bathing suits were fastened on the flat surface 
of the paintings and the whole gave a most unusual and 
lifelike effect. A beach chair at the extreme right of 
the window had a flowered orchid bathing suit draped 
carelessly over it, while two forms side by side showed, 
respectively, a plain design in the same color and a 
flowered effect. 

An item of interest to musical goods displaymen 


‘is the device adopted by the management of the new 


Landy Store just off Sixth Avenue and 42nd Street. 
There are two side windows and a center case. The 
side windows are devoted to a miscellany of goods, 
while in the center is a complete bass drum set, with 
cymbals, cowbells, scales and all that goes with it. 
The face of the drum showed a camping scene, and the 
whole thing revolves on a turntable. At night the in- 
terior of the drum is lighted, 

This may sound like nothing remarkable, but the 
fact is that the revolving bass drum outfit plus victrola 
music projected into the entrance through a really 
powerful loud speaker has packed the lobby of that 
store during the two weeks the drum outfit has been 
on display. 

Other music stores on the street have loud speaker 
arrangements; another has a drum display, but the 
Landy combination of music, light and the moving 
abject attracts more watchers than all other similiar 
displays on the block. 
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$100 Cash and the Murdison Trophy 


For the Best Window Display Featuring 


ANAGLYPTA or the Murdison Line of Decorative Panels as a background screen or setting. The above contest in- 
cludes stores in any class open to displaymen of United States and Canada. 


FOUR ADDITIONAL SILVER TROPHIES 


For the Best Displays using ANAGLYPTA or the Murdison Decorative Panels in screens, backgrounds or 
special setting. 


RULES 


1. The above contests open to stores in any class, in chandise with a desirable setting, using our 
any town or city. products, , 

2. Photos must be regulation size, 8x10, unmounted. 4. Oe ee the cost of the setting made 

3. All photos will be judged according to the general 5. All photos to be in our hands not later than De- 
effectiveness of the display, linking up the mer- cember 31, 1925. 


SPECIAL CONTEST OPEN TO ALL STORES IN TOWNS AND CITIES UP TO 20,000 


$50 Gash and the Murdison Trophy 
For the Best Window Display Showing 


The MurdCo screens, utility screens with our imported display panel papers or a unit background or setting using 
ANAGLYPTA. The above rules also apply to this contest. 


Contests End December 31, 1925 


Send for the Murdison Self-Service Background Manual. Shows how to construct beautiful display units from 
ANAGLYPTA, the new relief creation, and our imported display papers. ANAGLYPTA catalog and Self-Service 
Manual will be sent on request, together with samples of our imported display pe papers. Kindly state which 
contest you will enter and what books you require. 


THE MURDISON COMPANY, Ince. 


316 N. MICHIGAN AVE. CHICAGO, ILL. 
110 W. 40th ST., 28 WELLINGTON ST. W., 654844 HOLLYWOOD BLVD., 
NEW YORK, N. Y. TORONTO, ONT., CANADA HOLLYWOOD, CALIFORNIA 

































a Loss of Sales 


is an everyday occurrence when a store is not 
equipped with the proper fixtures for the dis- 
play of goods on their counters. The tie stand 
illustrates this well, as it sells 75 per cent of 
the ties sold. Why not send for our new cir- 
cular of Counter Display Stands for all de- 
partments? It means money made that would 


A Comple*e, Modern and Practical Text Book, otherwise be lost. 


Authoritatively Presented and Profusely rage 
trated. Written by the Foremost Authority o 
DISPLAY AND DRAPING The Great Central Novelty Company 


Jerome A. Koerber | 232-40 Main Street, Cincinnati, Ohio 
Display Manager, Strawbridge & Clothier 






















Philadelphia, Pa. 


HE Art of Draping for Mercantile Dis- 
T play is a text treatment, fully illustrated, cov- 

ering the subject in minutest detail. It begins | 
with the first introduction of display and goes in | 
complete sequence to the modern method of ap- 
plication of the art. 

The subject is handled in such a way as to be 
of the greatest help to all displaymen regardless 
of the branch of display work in which they are 
engaged. A book for everyday use. 

Profusely Illustrated—Substantial Cloth Binding— 
128 Pages—Page Size, 742x 10% 


Per Copy, $3.00, Postpaid 


| 
| 
Together With a Year’s Subscription to The | 
| 
| 
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Window Display Screens, 
Backgrounds, Panels and Dec- 
orative Platforms, Tripods, 
etc., for 


Rent or Sale 


Individual and Artistic. New De- 
signs. Beautiful color combinations 
with changeable scenic centers. 
Will please the most fastidious 
display manager. 


JOHN MASON 


1608 Pine Gieaee Philadelphia 

















DISPLAY WORLD for only $4.00 
Send Your Order Now to 


The DISPLAY WORLD | Advertise Your Wants in 
CINCINNATI, OHIO" | THE OPPORTUNITY EXCHANGE 


NAIL bh bb hhh hb bbb bdbdddddddiiidsdde 4 














“T Picture Your Message” (22222222, 


LM dddddddddddddddiddddddddiddddddddddddddddedenccccncLLEEEE 












LiLd 














kKMikMissddddddddddddd deci 


Z 











THE DISPLAY WORLD 


July, 1925 














Notes from the Display Service Field 














National advertisers interested in securing the maximum 
results from their display material in southwestern cities 
are taking advantage of the service offered in Ft. Worth, 
Texas, by the Huntsman Display Service Company, of 
which W. L. Huntsman, well-known displayman, is presi- 
dent. F 

Although the greater portion of this firm’s activity is 
confined to Ft. Worth, they are prepared to properly care 
for the installation of displays in all cities and towns within 
a hundred mile radius. Contracts for Sargent’s Dog Medi- 
cine and Nature Remedies have just been completed with 
a number of others scheduled for later weeks. Large and 
completely equipped studios are maintained in the various 
sections of the city with headquarters at Route 5, Box 29. 


G. A. McConnelly believes in vigilance in window dis- 
play advertising as well as any other form, and has named 
his new installation firm in Flint, Mich. the “Vigilant 
Advertising Service.” He has established offices at 402 
West Second Street, Flint, and is handling displays for 
national advertisers. 

John Beckman, of Beckman’s Posting & Distributing 
Company, 127 East Madison Street, Collinsville, Ill., has 
enlarged his window display department, which he has 
conducted for a number of years, and is now taking on 
window display installation work for national advertisers. 


Lloyd H. Higbie, who recently started the Display Ad- 
vertising Service in Rochester, N. Y., is now occupying 
commodious offices at 843 Powers Building, and, although 
he is devoting his time exclusively to displays for local 
merchants, he is planning to add a department to serve 
national advertisers. 


C. W. Cropper, of 716 West Maxwell Street, Lexington, 
Ky., has enlarged his window display department in con- 
nection with his general advertising business considerably 
and has just completed campaigns on Nature’s Remedy and 
Gem Safety Razors and is now taking up a campaign on 
Flit. 


Joseph H. Baker is manager of the new A. M. Wagner 
Advertising Service in Minneapolis, Minn. This company 
is covering a radius of 150 miles from the Twin Cities with 
display installations for national advertisers. Mr. Baker 
reports the service is employing twelve displaymen and 
assistants and operating in four motor trucks. The installa- 
tion of backgrounds, painting of signs, etc., is an 2dded 
feature of the service for local merchants. 


Chris Abegglen, well-known displayman of Springfield, 
Mo., has established a part-time service for the installa- 
tion of window displays for national advertisers. 


The Riggs-O-Dean Company, of Chicago, manufac- 
turers of Moresco tooth paste, are making a test cam- 
paign on window displays in Grand Rapids, Mich., fol- 
lowing a successful campaign in Chicago. The test in 
Grand Rapids is being made through Fred Van der Vries, 
and, if successful, this company will do further window 
advertising. 


H. N. Lawson, manager of the Lawson Window Display 
Service, of Los Angeles, Cal., reports that it has been neces- 
sary for his firm to seek larger quarters and offices have 
been establshed at 210-218 Transportation Building, where 
many new appliances and fixtures have been added to their 
equipment. The service just recently completed a window 
display campaign for the A. H. Lewis Medicine Company, 
of St. Louis, on Nature’s Remedy. 

Samuel Cooper Hanick has established a window dis- 
play service in connection with the Tompkins Express at 
1427 Mediterranean Avenue, Atlantic City, N. J., and will 
handle displays for national advertisers. Mr. Hanick is a 
brother of S. J. Hanick, manager of the window display 
department of the Reuben H. Donnelly Corporation, 1214 
Race Street, Philadelphia, Pa. 


Glenn C. James has started a window display service 
reaching into three states, the cities all being closely ad- 
jacent, in Ashland, Ky., Huntington, West Va., and Iron- 
ton, Ohio. Mr. James has established headquarters at 715 
Thirteenth Street, Ashland, Ky. He will handle local 
displays and displays for national advertisers. 


W. Murray Cordry on or about September 1 will estab- 
lish a window display service for local and national adver- 
tisers at Cumberland, Md. Mr. Cordry is well known in 
the display field, having been identified with the profession 
for the past eighteen years. During that period he has won 
48 cups and medals and thousands of dollars in cash for 
prize displays. 


F. H. Parker, a registered druggist of Dallas, Texas, has 
established the Parker Advertising Service at 901 W. Jeffer- 
son Avenue, Dallas, and, in addition to conducting a sign 
and show card business, is now installing displays for na- 
ticnal advertisers. He will cover Dallas, Ft. Worth, Waco. 

Parr & Parr, 621 Jackson Street, Topeka, Kansas, who 
have conducted a sign and decorating business there for 
years, have added a window display department. Both 
members of the firm are experienced displaymen, having 
formerly been connected with the Palace Clothing Com- 
pany, of Topeka, and the H. Herpolsheimer Company, of 
Lincoln, Neb. They will handle installation of window 
displays for national advertisers. 

—+—— 

Associates of the Window Display Installation Bureau, 
of Cincinnati, are conducting an extensive campaign for the 
Polk-Miller Drug Company, of Richmond, Va., on Ser- 
geant’s- Dog Medicines. The displays are attractive and 
the human interest touch is sufficient to bring prospective 
purchasers inside the stores. An added feature are attrac- 
tive books given away by the druggist and mentioned in 
the window display. These books instruct dog owners on 
the care of canines, and in every instance the dealer has 
requested more books. demonstrating the pulling power 
of the display. Members of the bureau in Atlanta, Ga., 
Cincinnati, Ohio, Dallas, Ft. Worth, San Antonio and 
Houston, Texas, Memphis, Tenn., Oklahoma City and 
Tulsa, Okla., and New Orleans, La., are now conducting 
campaigns for this company. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 








DALLAS, FT. WORTH, WACO, CORSICANA 


and Surrounding Towns. 


Better Window Displays Installed for National Adver- 
tisers — House-to-House Distributing — Signs, Show 
Cards and Attractive Chalk Window Signs. 
PARKER’S ADVERTISING SERVICE 
991 West Jefferson Ave., Dallas, Texas 





A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 


LOUISVILLE, KY. 


New Albany and Jeffersonville, Ind. 
Sales Producing Window Installation for 
Local and National Advertisers 
MYERS DISPLAY SERVICE 
P. O. Box 431 Louisville, Ky. 








THORNHILL’S DISPLAY SERVICE 
912 High Street, St. Louis, Mo. 
Complete Window Display Service for National 
Advertisers in 
St. Louis and Vicinity 


PHILADELPHIA 


and surrounding points, 
Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND?” Service. 
Associated with Window Display Installation Bureau. 





Installation Capacity 500 Displays per week 
For Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa, 





PIEGEL’S SILK SCREEN STENCILS 


ILK We make stencils from your sketches. 
Exact reproductions in any size. Our 
CREEN Stencils have no pin-holes and do not 


peel or crack. Equipped to fill and ship 


TENCILS orders to all parts of the U. S. Send 


trial order—it will convince. 
INCE 1907 HERMAN SPIEGEL 


The Photographic Way 261 Livingston St. Brooklyn, N. Y. 





J.D. WILLIAMS DISPLAY SERVICE 


Brooks Building, Jackson and Franklin 
CHICAGO 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 





JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 
Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 

Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 








BOSTON, MASS. 
and Vicinity 
EASTERN WINDOW DISPLAY CO. 
537 Shawmut Ave., Boston, Mass. ; 
Guaranteed Window Display Service and Distribution 
for National Advertisers 
Associate of Window Display Installation Bureau 





“Let us be 
your Art 
Idea de= 

partment.” 


Write for 


VISUALIZATION this 


brochure 


“Putting Ideas into Picture Form” 
METROPOLITAN TOWER, N. Y 


PIONEER DISPLAY SERVICE 
FRED W. WEBER 
INDIANAPOLIS, IND. 


A complete merchandising service put on in conjunction with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better Busi- 

ness Bureau. 
Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. 


DETROIT WINDOW DISPLAY SERVICE 
232 Lafayette Blvd., West Detroit, Michigan 
QUALITY Window Displays installed for National 


Advertisers anywhere in State of Michigan and at 
Toledo, Ohio—House to House Distributors. 


R. V. Wayne, Manager 


DALLAS---FT. WORTH 


TEX AS——_— 
PROSPERITY ZONE! 


Window displays installed by prize-winning window trimmers. 
Delivery Service, Signs, Show Cards, House-to-House 


Distributing. 
HUGHES ADVERTISING SERVICE 
205 N. Ervay St. Floyd G. Hughes, Mgr. Dallas, Texas 











Highland Window Trimming & Decorating Co. 
1623 Highland Ave., Cincinnat', Ohio 
LEROY LUDWICK, MGR. 
A Complete Window Installation Service in Cincinnati 
and Vicinity 
Choice Locations—Prompt Service— 
Careful Installations 


A. S. FELDER 
24 Years Originating and Featuring Displays 


WINNER OF 50 PRIZES 
New York Specialist on Booths for Expositions 


Unit Displays for National Advertisers 
256 West Mth Street—Telephone 5595 Chickering—New York City 
Director Central Institute of Window Dressing 


OMAHA 


Council Bluffs, Iowa, and Vicinity. 


A complete Window Display Service for National Advertisers. 
Associate of Window Display Installation Bureau. 


OMAHA DISPLAY SERVICE 
511 North 26th St. Omaha, Neb. 











CINCINNATI 


Dayton Springfield Hamilton 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 
WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau. 








WORSINGER WINDOW SERVICE 
110 West 40th Street, World Tower Blidg., New York City 


Originator and pioneer in window display photo system. I have 
largest and newest collection of photos of leading New York 
City department store and specialty shop windows, covering 
various subjects and industries. State your needs. For $5.00 
monthly in advance we will send you for one year, each month, 
15 new assorted photos, giving brief description. 


Special Photo Service for Local and National Advertisers. 
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STORE EQUIPMENT DIGEST 


Fixtures --- Show Cases --- Store Fronts --- Plans --- Equipment 

















A Complete Service 


O meet an apparent need for more up-to-date information on store equipment 
of all kinds, The DISPLAY WORLD announces a new and ‘complete depart- 
ment to begin with the next issue, the August number, devoted exclusively to 

this subject and to be known as the STORE EQUIPMENT DIGEST. This is in line 
with the constantly improved editorial service which is being given the large and in- 
creasing family of readers among retailers and displaymen throughout the country. 


That more efficient store planning, store fixtures and store equipment is linked 
together with and allied closely to window display advertising is generally acknowl- 
edged. This is proven further by the increasing number of inquiries our Service and 
Information Bureau has recently answered on these subjects. 


Better and more modern store planning and equipment is, without question, a 
controlling factor in present-day successful retail merchandising, and is, therefore, re- 
ceiving very much thought and serious consideration. The lack of any centralized 
source of information on this subject is keenly felt, and we, ourselves, were surprised 


that it had not been exploited previously. 


Accordingly, the readers of The DISPLAY WORLD should welcome with a 
considerable degree of satisfaction the inauguration of this new department as a reg- 
ular monthly feature, and it should prove valuable and helpful to them in many ways. 


This opportunity is taken also to thank the large number of store equipment 
manufacturers and dealers who so promptly offered their enthusiastic sfipport to the 
new department and who have promised their fullest co-operation. It is because of 
this generous support so readily obtained that the new department in the August 
issue will carry some very interesting articles and information. Editorial contribu- 
tions of all kinds for this section will be welcomed by the editor. 


Look for the STORE EQUIPMENT DIGEST—it will be found in the next issue 
and regularly thereafter, and completes The DISPLAY WORLD’S program for: the 
coverage of every phase of mercantile display. 
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New Types of Reflectors Out 


Four new designs with latest engineering 
improvements just placed on market 


Four new types of show window reflectors have been 
produced by Curtis Lighting, Inc. They are designed on 
principles that make new advances in illumination, are 
adaptable to every 
show window lighting 
requirement, and are 
known as “Jack,’ “Jill,” 
“King” and “Queen.” 

Two of the new re- 
flectors, “Jack” and 
“Till,” use  150-watt 
Mazda C lamps. “Jack 
(illustrated here) is a 
“high-trim” reflector 
for deep windows. Its 
system of vertical and 
scientifically developed 
spiral corrugations and its silver-mirrored reflecting sur- 
face direct the light rays in an even distribution. “Jill” 
is a “low-trim” reflector of 150-watt size that gives a semi- 
concentrating light. Its specially designed system of cor- 
rugations break up and re-direct the light rays in a uni- 
form distribution over the limited area of the show win- 
dow, so that none of the light is wasted on the ceiling 
or the sidewalk outside. 

The other two new reflectors, “King” and “Queen,” use 
200-watt Mazda C lamps and are for use in large win- 
dows. “King” is a distributing type reflector, and is de- 
signed to direct the light rays in a perfectly even dis- 
tribution in deep windows that have a high trim. “Queen” 
is a semi-concentrating type reflector for use in large 
shallow windows. The same system of scientifically de- 
signed corrugations and the pure silver-mirrored reflecting 
surface is used to efficiently direct the light rays in this 
type as in each of the other new types. 

As a special feature the manufacturers are offering re- 
flector holders free. These holders fit any socket. 

All the new reflectors typify the latest engineering 
practice and embody all the well-known features of the 
famous X-ray reflector. 





DISPLAY IMPORTER IN NEW QUARTERS 


The growth of The Katz-Charrot Company, importers 
of artificial flowers and display novelties, resulted in their 
removal to new quarters and reflects the general advance of 
the display industry. 

From a comparatively small show room at 39 West 
Thirty-ninth St., New York City, they were ompelled to 
add several extensions and then to add an outside show 
room. Now the entire establishment is consokidated at 
36 West Thirty-seventh Street, that city, where their elabo- 
rate specialties can be viewed. . 

Lawrence J. Charret is now in charge, due to Emile 
Katz being on a Europeon trip to select their fall and win- 
ter line. 





SHOW CARD COLLECTION INTERESTING 


The exhibit of the Chicago Cardboard Company at the 
St. Louis I. A. D. M. convention featured a collection of 
two hundred show cards made by the leading card writers 
in the United States and Canada, which received a great 
deal of attention. The booth was in charge of C. L. Griffis, 
Vice-president and sales manager, assisted by G. E. Olson 
and H. H. Lucia. 
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Window Display 
ACCESSORI ES 


of Every Description 
Everything for the DISPLAYMEN 


Glass Shelves Spot Lights 
Glass Heel Rests Strip Lights 











Artificial Flowers 
Artificial Fruit 


Baskets Grass Mats Stix-Wel Glue 
Background Papers Metalline Draping Tinsel Flitter 
Borders Cloth Thumb Tacks 
Bilt-Wel Board Pedestals Valances 
Birch Bark Strips Papier Mache Velours 

Card Holders Novelties Velour Papers 
Chenille Roping Price Tickets Vines 

Color Attachments Plushes Wood Carvings 
Flood Lights Reflectors Wood & Metal 
Foot Lights Revolving Tables Fixtures 
Gelatine Scenic Paintings Wrought Iron Stands 
Glass Stands Show Cards 





Sample Books Mailed Upon Request of | 
DISPLAY MANAGER 





Doty & Scrimgeour Sales Co., Inc. 


| 

| 
148 Duane Street New York | 
Phone: Whitehall 2737—2738 
| 

| 


“Everything for Better Window Displays” 




















DISPLAY MAN’S AIR BRUSH OUTFIT 


Summer Special $42.95 


Regular price 


2 “Wold” Air Deus Teme “MIAGtere RD” . soca cccdccccccscccss $28.00 
3 Cashowse Ast CmsRe ING..) GCG), dae «<0 ccdinccdvacsenscceece 14.00 
1 Book, “How to Paint Signs and Show Cards’’............ 1.25 

1 Set of 12 Brilliant, Permanent, Liquid, Water-Proof Air- 
URN © AEE QE ea nes caceaabasttecsadchedsucusassces 4.20 
De te CE BS Beda on dis cade nndeendctndcesnsacasecucces 75 
$48.20 


Clip ‘“‘Ad” and SAVE $5.15. Send “Ad” with order for “The 
Products with the Good Reputation.” Or send for information. 


THE WOLD AIR BRUSH MFG. CO. 


2173 N. CALIFORNIA AVENUE CHICAGO, ILLINOIS 


—— 


Rubber Covered and Wire 
Easels or Stands 


Fruit Set Racks, Brass Plate 
Hangers, Punch Bowl Hooks, etc., 
for DISPLAYING Plates, Bowls, 
Pocket Books, Boxes, Pictures, 


etc. Manufactured by 


























For Plates 


M. FINKELSTEIN, 570-572 Grand St., New York City 


For Bowls 


TELEPHONE: ORCHARD 9347 


AALANCES 


Before | a ar wor a Valance, write 
\ / and find what we have to offer. 
BRYAN’S 








S 





423 S. 4th, Louisville, Ky. 














We Make to Order 


Backgrounds, Units, Panels, Cutouts, etc. 


Any size or colors you specify. Send us rough sketch of article 
wanted, we will furnish estimate cost by return mail. 


FLAGS—BANNERS—FESTOONING 





4 ~ 32 NO. MAIN ST., 
The Schlicher Studios FOND DU LAC, -WIS. 
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Attractive Pen and Ink Show Cards 
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Group of Pen and Ink Cards by C. H. Tucker, Jr., Show Card Writer, Bry-Block Mercantile Co., Memphis, Tenn. 
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First of All, Quality Counts 


| See Quality in the New 


| “PERFECT STROKE” CATALOG 


Just from the Press 
THEN, ORDER YOUR REQUIREMENTS AND BE SURE OF QUALITY 


* 
A-No. | merchandise fur- Daily 
Sign _” 


nished Card Writers, 


eighteen years. 








Painters and Display Men for 


Guaranteed the best for the 
money or your money back! 


BERT L. DAILY 


126-130 E.. Third Street 


XY 
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TRADE MARK REGUS PAT.OFF. 


BRUSHES ano SUPPLIES 


Make Today THE Day--- 
Write for New Catalog 








Dayton, O. 
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First’ PPOs. iseccs edocs $50.00 Second Prize............. $25.06 


One of the five cards judged One of the five cards judged 
best. Designed by Howard _ second best. By A. L. Mead- 
M. Watson, Star Clothiers, ows, Washer Brothers, Fort Mr. 
Hutchinson, Kansas. Worth, Texas, 


The above cards are selections from the win- 
ners of the three Esterbrook card-writing con- 
test prizes at the International Display Men’s 
convention in St. Louis. 

Charles H. Crist, of Bowman & Company, 
Harrisburg, Pa., and O. J. Migan, 4755 Van 


Dyke Avenue, Detroit, Mich., won honorable 
mentions. There were large numbers of ex- 






Judged the best card written 
at the Esterbrook booth. By 
A. L. Meadows, Washer 
Brothers, Fort Worth, Texas. 


The 


Prize- 
Winners! 


In the Esterbrook 
Card-Writing Contest 


cellent cards from which the judges had to 
choose. 


The new line of Esterbrook drawing and let- 
tering pens was enthusiastically received at the 


Special Prize.... ........ $25.00 


convention. Again it was proved that the best 


cardwriters everywhere are finding Esterbrook 
pens most satisfactory for all display lettering 
and drawing. 


ESTERBROOK STEEL PEN MANUFACTURING CO., Camden, New Jersey 
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Card Contest Creates Much Interest 


Many card writers and displaymen enter samples of their work in 
annual card writing contest by pen manufacturer at convention 


By H. C. SHARP 
Sales Manager, Esterbrook Steel Pen Manfg. Co., Camden, N. J. 


NTRIES in the seventh annual Ester- 

brook card writing contest which was 

held in connection with the recent con- 

vention of the International Associa- 

tion of Display Men at St. Louis were by far the 

greatest ever made in a contest of this kind. Dis- 

‘playmen and show card writers from every section 

of the country filed samples of. their work for the 
consideration of the judges. 

Howard M. Watson, Star Clothiers, Hutchinson, 


Kansas, was awarded first prize, $50, for the best 
set of five cards sent to the convention booth. Sec- 
ond prize, $25, was won by A. L. Meadows, Washer 
Brothers, Ft. Worth, Texas. i 

Charles H. Crist, Bowman & Company, Harris- 
burg, Pa., and O, J. Migan, 4755 Van Dyke Avenue, 
Detroit, Mich. won honorable mentions. 

The special prize of $25 for the best card drawn 
at the Esterbrook booth, where pens and drawing 
materials were furnished, was won by A. L. Mea- 
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Second Prize Winning Cards in Esterbrook Contest by A. L. Meadows, Washers Bros., Ft. W orth, Texas. 
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dows, Washer Brothers, Ft. Worth, Texas. This 
contest proved of special interest to the contestants 
and to the booth visitors, who attentively watched 
the execution of the entries. 

All cards were judged from the standpoint of 
originality, artistic merit, skilfulness of execution 





IVinner of Special Prize in Esterbrook Contest by A. L. 
Meadows, Washer Bros., Ft. Worth, Texas. 


and neatness. Anyone was eligible to enter their 
work in the contests and no restrictions were placed 
upon the color or size of the cards. Any subject 
chosen by the contestant could be used. 

The new line of lettering and drawing pens 
shown for the first time at the convention were 
enthusiastically received. Many new styles and im- 
provements over old ones were demonstrated and 
were used by several of the contestants. 





’ 
ONLI-WA ELECTS NEW OFFICERS 

The Onli-wa Fixture Company, Dayton, Ohio, has re- 
cently reorganized and the following officers have been 
appointed for the ensuing year: J. H. DeWeese, president 
and treasurer; J. R. Underwood, vice-resident, and S. Kelly, 
secretary. 

With these men at the helm and lots of orders in the 
house, it is felt that the affairs of the company are in 
better shape than at any previous time and that even bet- 
ter business may be expected in the future. — 





ANGLO COMPANY MOVES 

Due to the growth and progress of the Anglo Display 
lixture Company, they have been compelled to move to 
new quarters about four times the size of their former 
location. They are now at 246 West Thirty-eighth Street, 
New York City, in the heart of the garment section, con- 
venient and accessible to all railroad depots, hotels and 
theatres. 








Chimatco 
BLANKS 





The new White coated two-sides 
_board for the 
commercial artist— 
correct surface for rapid Pen 
and Brush work. 


Send for Samples 


Light and Heavy Weight 
Sizes 22x28 and 28x 44 


CHICAGO $88% COMPANY 





CHICACO,. Sin COMPANY 


Manufacturers 


666 WASHINGTON BLVD. 
CHICAGO 
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Te most popular text book ever published 


GThis book with a dozen Speedball Pens, A 
(any Style) A-BerC- and a bottle of Speedball Ink A- 
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“The Paasche is the Best Brush on the 
Market” 


says Mr. Frank Dodson, of the Globe Shoe 
& Clothing Company 


Mr. Dodson is a display man and he knows the 
differences in Air Brushes. He prefers the Paasche 
for making his show cards, window backgrounds 
and other displays—because he knows its distinc- 
tive merits. 

Simple to operate—easy to change from one color 
to another—compact—nothing to get out of or- 
der—he knows that when_he starts a job with the 
Paasche Air Brush it will be finished quickly and 
satisfactorily. 

Make your fall displays outstanding by means 
of a Paasche Air Brush. Catalogue and prices on 
request. 


PAASCHE AIR BRUSH COMPANY 


1902 Diversey Parkway Chicago, Ill. 
New York Cleveland Los Angeles Detroit 











Our Artist Friends 


know a good thing when they 
see it—and the greatest sign- 
artists have shown such a de- 
cided preference for 


SHO-CARD 
Quality Board 


that we have been forced into 
greatly increased production. 
To our great gratification— 
Quality Does Count. 


Twenty-seven gorgeous colors 
in all. Samples on request. 


Hurlock Bros. Co., Inc. Mfrs. 


sae Market St. PHILADELPHIA, PA. 


Annual I.A.D.M. Convention Held 


(Continued from page 33) 


spotlight but a necessary adjunct to the proper presentation 
of the performance.” 

Mr. Brayton added that service is the greatest of all 
store assets and that there are three kinds of service—qual- 
ity, quantity, and mode or manner. The display manner 
is capable of rendering all of these through his show 
windows. 

Window demonstrations were made by W. L. Stensgaard, 
C. W. Klemm, Inc., Bloomington, Ill, with ribbons; C. J. 
Gehring, Rike-Kumler Company, Dayton, Ohio, laces for 
tunics; John T. Mackey, Herpolsheimer Company, Grand 
Rapids, Mich., lingerie; W. R. Harre, Maas Bros., Tampa, 
Fla., shoes; H. Garfinkle, Harzfeld’s Parisian Store, Kansas 
City, Mo., ready-to-wear and Ray A. Young, Harry Katz, 
Inc., Oklahoma City, Okla., millinery. 


Creation of Educational Department Urged 


The establishment of an educational department with a 
good educational program devoted to display to better assist 
the younger members of the profession was urged by J. 
Duncan Williams, Chicago representative of The DISPLAY 
WORLD and window service manager of the National 
Retail Clothiers’ Association. He suggested the establish- 
ment of a speakers’ bureau similar to that maintained by 
other national organizations so that speakers could be fur- 
nished for educational purposes both within and without 
the association. 

“Lightning Bugs” was the title of an address by Ray- 
mond B. Twyman, sales manager, Schack Artificial Flower 
Company, Chicago, and an active worker for many years 
in the interest of the display industry. His address was 
in part as follows: 

“When you stop to realize that you, with your work 
and your efforts, form the first impressions upon the pub- 
lic for the establishment you represent, and upon you rests 
deep responsibility for these impressions, and that you are 
Managing a department that is most valuable; when you 
pause to think that each display you install is worth hun- 
dreds of dollars you will appreciate that too much thought 
and intelligent effort can not be given your postion, that 
of display manager. 

“The trouble with far too many of us is that we look for 
past achievements to carry us forward; we preserve the 
laurel wreaths of the past, expecting them to be everlasting. 
That may be all right for a while, but eventually we find 
that those wreaths that we referred to with selfish pride 
have withered and blown away. ‘ 

“It has been said, and wisely, that entirely too many oi 
us are like the lightning bug that has a torch on the rear 
end. He can see where he has been, but not where he is 
going. 

“Tt is today’s achievements that count; it is results that 
your employer and my employer want—not. past perform- 
ances. The boss may not praise every move you make, but 
he has his eye on you and’he watches to see what results 
come from your efforts. 

“And today’s results speak language all their own. They 
tell your employer—your friends—the world in general, 
what you are doing. They make the real record of your 
accomplishments. 


Election of Officers Held 


A large portion of the Wednesday afternoon session 
was devoted to the nomination and election of officers for 
the coming year. It was announced that the nominating 
committee had submitted the following names as candi- 
dates: For the office of president, Jack Cameron, Harrs- 
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Emery Co., Des Moines, Iowa, for re-election; Ellwyn 
\McEachnie, Jahraus-Braun Company, Buffalo, the retiring 
first vice-president; Joseph M. Chadwick, Famous & Barr 
Company, St. Louis; Edward H. Lamprich, Kline’s, St. 
Louis, and Jerome A. Koerber, Strawbridge & Clothier, 
Philadelphia. 

Raymond T. Whitnah, The Crosby Bros. Co., Topeka, 
kansas; B. C. Hampton, Bedell’s, Chicago, and W. L. Stens- 
gaard, C. W. Klemm, Inc., Bloomington, Ill, were nomi- 
nated for first vice-president; F.G.R. Lacey, Fairweatiier’s, 
Toronto, Canada, and L. L. Wilkins, Kerr Dry Goods Com- 
pany, Oklahoma City, Okla., for second vice-president ; 
Edward Munn, Franklin Simon Company, New York City; 
J. Allyn Dean, Crescent Store, Spokane, Wash., and J. H. 
Everetts, Block & Kuhl, Peoria, Ill. for third vice-presi- 
dent; L. A. Rogers, Chicago, secretary, and Harry Hoile, 
Rorabaugh-Brown Company, Oklahoma City, treasurer. 
Perry W. Hunsicker, J. H. Johnson’s Sons, Alliance, Ohio, 
and O. E. Wheete, Halliburton-Abbott Company, Tulsa, 
Okla., were nominated from the floor for secretary and 
treasurer, respectively. 

The nominating committee also announced that Chicago, 
Kansas City and Madison, Wis. had issued formal invita- 
tions for the association to hold its meeting in their respec- 
tive cities. An invitation to meet in Atlantic City was made 
from the floor by the group of New York and Pennsylvania 
delegates. 

Before the balloting began Edward H. Lamprich, of St. 
Louis, and President Jack Cameron withdrew from the 
presidential race. 

Each candidate was allowed one supervisor for the tabu- 
lation of the votes as a result of demands made by several 
of the campaign managers. Bert Cultus, of Spokane, E. H. 
Lamprich, of St. Louis, and C. F. Wendel, of Detroit, were 
appointed official tellers. 


Annual Banquet Enjoyable Affair 


The result of the election was announced at the annual 
banquet of the association, which was held in a large tent 
erected at the rear of the hotel. .Professional entertainers 
presented an interesting program while the banquet was 
being served. After short talks by the retiring and newly 
elected officers dancing was enjoyed. 

Although many of the attending members left for their 
homes Wednesday night, the program presented at the final 
session Thursday morning proved intensely interesting. A 
competitive demonstration for cash prizes offered by the 
Armand Company was the principal feature. The three 
contestants were chosen from the plans submitted to a 
committee by 25 delegates to the convention. 

Ray A. Young, Harry Katz, Inc., Oklahoma City, was 
awarded first prize, $150; George Kucharo, J. Mandelbaum 
& Sens, Des Moines, Iowa, second prize, $100, and M. L. 
Hoffstedt, Peoples’ Store, Charleston, W. Va., third prize, 
$50. 

Non-competitive demonstrations were given by George 
J. Edgecomb, Frank Bros. Company, Marion, Ohio, on drap- 
ing of stands; A. L. Meadows, Washer Bros., Ft. Worth, 
Texas, boys’ clothing, ‘and by E. P. Lavin, Yowell-Drew 
Company, Orlando, Fla., men’s caps. 

A demonstration of the mirrorscope and new types of 
drawing pens was made by B. A. Rainwater, of St. Louis. 

M. L. Hoffstedt, of Charleston, W. Va., who was the 
last feature of the program, in reviewing the conveation 
urged that the displaymen put into practice that which 
they had learned during the four days, but, above all, to 
use their own judgment and ideas. He declared that it is 
those who are not afraid of acting on their own initiative 
that gain the coveted recognition as leaders in the display 
industry. 
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Marvelous / 


—THAT’S WHAT THEY SAID 


of Our New Creation im- Cardboard 


Turkish Tints 


You Must See These “Wondrous” Tints | 


Let Us Send You Samples 





It’s in the Surface 





National Card, Mat & Board Co. 


Manufacturers of 


“Cardboards of Distinctividuality” 
4318-36 CARROLL AVE., CHICAGO, ILL. 



































FAMOUS MASTER STROKE BRUSHES WRITE 
FOR 
FOR CARD WRITERS AND SIGN PAINTERS COPY OF 
Our New Free Bulletin 
DICK BLICK CO. 


BOX 437-D GALESBURG, ILL. 











The F'ountain Air Brush 


For Showcard and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 





Write for Catalog 52 D 


Thayer & Chandler 


CHICAGO 





913 Van Buren, 




















' Card Writers’ Materials 


LARGEST STOCK IN THE SOUTH 


WAITT & GLASS 


| 828% E. MAIN STREET RICHMOND, VA. 























SALE POSTERS | 


READY TO USE 
Printed in Bright, Attractive Colors. Equal to Hand- 
Painted at a Small Fraction of Their Cost. 
WRITE FOR ILLUSTRATED CIRCULAR. 











| W. B. YOUNG & CO., 160 N. Wells St., Chicago 
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Doings Among Displaymen Everywhere 




















Albert G. Shultz, an experenced displayman, formerly 
connected with the I. Whiteson and Croll & Kech firms, of 
Reading, Pa., has established a window display service to 
cover Reading and vicinity for national advertisers. His 
offices are temporarily located at 415 Sunset Road, West 
Reading, Pa., and he is already making plans for a num- 
ber of campaigns. 





E. P. Darcy, a well-known western displayman, has 
established the Butte Window Display Service at 230 South 
Montana Street, Butte, Mont., and will make a specialty 
~of handling displays for national advertisers. 





Announcement of the arrival of an eight and one-half 
pound boy at the home of Mr. and Mrs. W. L. Stensgaard, 
Bloomington, IIl., has just been received. Mr. Stensgaard, 
display manager of C. W. Klemm, Inc., and recently elected 
first vice-president of the Il. A. D. M., declares his intention 
to start early in breaking this new trimmer in right. 

E. W. Pinckney, advertising manager for Hugh Lyons 
& Company, Lansing, Mich., is now a benedict, having 
gone to Los Angeles, Cal., where he was married on 
June 16. He is now back at his desk after an extended 
honeymoon excursion. 





O. E. Greenawalt, formerly displayman with Blum- 
berg’s Toggery Shop and the Meyer Reich Store, in East 
Liverpool, Ohio, is now handling window displays for na- 
tional advertisers and is just starting on the Flit campaign 
in his district for the Standard Oil Company, of New 
Jersey. 





A window display department has been added to the 
Wallace Advertising Service, Ft. Worth, Texas, who, for 
the past five years have served local and national adver- 
tisers in the distribution of material and in sign tacking. 
J. H. Wallace, manager, states that this service will in- 
clude the immediate Ft. Worth terriory and that they are 
equipped to care for the needs of. manufacturers. 

Carl E. Ryser, display manager for the Petot chain of 
shoe stores with headquarters at Cleveland, Ohio, left July 
15 for an extended vacation in the state of Michigan. Mr. 
Ryser has recently created a series of very attractive dis- 
plays for his group of stores. 





C .H. Tucker, Jr., nationally known master card writer, 
for a number of years in charge of the show card depart- 
ment of Rosenbaum Brothers, Cumberland, Md., recently 
accepted a similar position with the Bry-Block Mercantile 
Company, Memphis, Tenn. Mr. Tucker’s work has been 


published in a number of national trade journals and has - 


won Many prizes in show card contests. 





The Memphis Display Men’s Club, Memphis, Tenn., is 
already making preparations for securing the 1927 conven- 
tion of the I. A. D. M. and have announced that their 
“smoke” at the Chicago meeting will be worth watching. 

This association was organized last March with eighteen 
charter members, but has increased until it now has 
twenty-four active displaymen ypon the rolls. Weekly 





luncheons are held at the Chambr of Commerce Building 
on Wednesdays at 12 noon with demonstrations and short 
talks by the members and special guests. The regular busi- 
ness mecting is held the first Monday of each month. 

The president, W. A. Reisser, better known as “Bill,” 
has been connected with J. Summerfield, Inc., one of the 
South’s leading spécialty shops, for the past three years. 
Previous to that he operated a free-lance service. 

Al T. Halverson, vice-president, has been with the Oak 
Hall, Memphis’ leading gent’s store, for the last six years. 
This firm is just completing a new store which will be 
modern in ev:ry detail. 

A. Parke, display manager for B. Lowenstein’s, one of 
the South’s most beautiful department stores, is the secre- 
tary and treasrrer. Mr. Parke is known to the display 
profession from coast to coast, and, though only 21 years 
of age, succeeded in carrying off four prizes at the recent 
I. A. D. M. convention. His demonstration at the St. 
Louis meeting of “What a Displayman Should Not Do” 
proved an interesting and amusing feature. 





E. F. Swank, formerly display manager of Louis Bischof 
Big Store, Crawfordsville, Ind., is now serving in a similar 
capacity with the Boston Store, Kokomo, Ind. 





_ Cards announcing the arrival of Robert Frederick at 
the home of Mr. and Mrs. V. F. McCollum, Brunswick, 
Ga., July 6th, have been received. Mr. McCollum is dis- 
play manager for the Gordon Department Store. 





CUTAWL MACHINE EXHIBIT INTERESTING 


i % last the displayman seems to have his production 

problems greatly simplified by a new type machine, 
the International Cutawl. This device created considerable 
favorable comment at the I. A. D. M. convention in St. 
Louis, where it was displayed and demonstrated. 

An unusual feature of the Cutawl, of vital importance 
to the displayman, is its adaptability to cutting practically 
every kind of material customarily used in display work. 
Wallboard or soft wood, cloth, tissue, cardboard or paper 
may all be used with equally complete success. 

As the Cutawl will accommodate materials up to nearly 
one-half inch in thickness, numerous layers of cloth or 
paper and the other thinner materials can be cut at one 
time, producing multiple units when desired, with a great 
saving in time over hand cutting and without the expense 
of dies. 

The cutting unit consists of a small chisel operating 
with 2,000 strokes a minute. It cuts with a cleaner, 
smoother edge than a scroll saw and has the extra advan- 
tage in that cutting can be started and stopped anywhere 
without the bother and delay of boring holes or making 
adjustments. Sharp corners can be neatly cut with the 
greatest of ease. In fact, any design, no matter how intri- 
cate, can be followed as easily as you would trace it with 
a pencil. The Cutawl is extremely simple in its operation 
and cuts out displays at a rapid speed with none of the 
usual delays. 

The International Register Company, 13 South Thrcop 
Street, Chicago, manufacturers, extend the privilege of 
a 15-day free tral of the Cutawl. This is an opportunity 
that should be taken advantage of by every displayman. 
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Use of Textone Exhibited 


Various textural treatments that can be obtained 
with plastic paint demonstrated at convention 


The recent convention at St. Louis served to introduce 
to many displaymen the possibilities of Textone and of 
Sheetrock fireproof wallboard, two products of the United 
States Gypsum Company, as display materials. William L. 
Pringle, manager of paint sales for the concern, was in 
charge of a booth in which two artists and two other rep- 
resentatives of the company demonstrated the various tex- 
tural treatment that can be obtained with Textone, a plas- 
tic paint which gives both texture and color-tone in one 
coat. 

Many merchandising companies throughout the country 
already are using these materials not only for window 


id - 





Interior View of the Lemon & Son Silver Galleries, 
Louisville, Ky., Showing Textone Finish, 
displays, but also for special exhibits, for model and dis- 

play rooms, and for polychroming fixtures. 

This work was demonstrated at the convention and 
aroused much interest among those who attended. A num- 
ber of panels were exhibited, each of which was finished 
in a texture-and-tone combination representative of the 
style of some period of architecture and interior decora- 
tion. Thus, typical early English, Spanish, colonial and 
Italian wall treatments, as well as artificial caen stone and 
travertine marble effects produced with the plastic paint 
on the wallboard, were shown. 

The use of such wall finishes in period styles is beauti- 
fully illustrated in the silver galleries of Lemon & Son, 
on West Broadway, Louisville, Ky., pictured herewith. The 
big feature of the recent opening of the new store of this 
jewelry house was the exhibition of a complete dinner 
service once owned by King George III, of England. This 
store represents one of the most progressive examples of 
modern merchandising and display in the South. Its whole 
interior is finished with Textone in a reproduction of the 
typical early English style of wall -treatment. 

Chief interest of those who attended the demonstra- 
tions of these materials at the St. Louis convention was 
concentrated on the fact that they are valuable in solving 
the ordinary routine problems of the display department. 
It can be used as an adhesive medium with anaglypta in 
building up backgrounds in which della robias and 
placques are part of the decorative scheme. Many who 
visited the booth were interested in the possibilities of 
using this plastic paint to redecorate the polychrome fix- 
tures which have been mahoganized, enameled and re- 
painted until they can no longer be used by ordinary 
methods. 
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The National Journal of Display Advertising 

Contains a Monthly Review Indi- 
cating Progress in Show Card 


Writing and Show Card 
Advertising. 





Read SIGNS OF THE TIMES every month 
for latest ideas and information on show cards. 

The July issue carries among others the follow- 
ing exclusive features: 


Pull Your Light Out From Under the Bushel of 
Neglect. 

American Show Card System “Not in Business.” 

Making the Paper Stencil for Silk Screen Process 
Reproduction. By Bert Zahn. 

Increasing Appreciation of Show Cards as an Adver- 
tising Medium. By °H. C. Martin. 

Page of Layouts by H. C. Martin. 

Strawn Wins Show Card Prize at I. A. D. M. Con- 
vention. 

New York Sidelights by REB. 


Craft Using More Decorative Design Than Ever 
Before. By J. N. Halsted. 


Arthur Munn Wins Medal Designed by Manship. 


Making Your Letters Fit a Given Space is of 
Greatest Importance. By Louis F. Bense. 


Scott Wins First Prize in Typographical Contest. 


A SUGGESTION: 





This Gordon 
Book on Show 
Card Writing 
($3.50) a copy, 
and a_ year’s 
subscription to 
SIGNS OF 
THE TIMES 
($3.00), both 
for $5.50. 





July, 1925. 
SIGNS OF THE TIMES, 
Cincinnati, Ohio. 
C] Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 in Canada.) 
C] Enclosed find $3.50, for which send me, postpaid, 
a copy of the Gordon Book. 
(] Enclosed find $5.50. Send me a copy of Gordon’s 
Book and a full year’s subscription to SIGNS 
OF THE TIMES. 
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PCA DM Contest Rules Announced 


Numerous changes made in regulations governing photographic 
contest for second annual meeting of association in Portland 


By J. WALTER JOHNSON 
Chairman, Photographic Exhibit, Portland, Oregon. 


ANY displaymen throughout the country and 
especially those located in the Pacific Coast 
section, will be interested in the rules and 
regulations governing the photograph contest 
to be held during the second annual conven- 
tion of the Pacific Coast Association of Display Men at 
Portland, Ore., September 28, 29 and 30, 1925. 
~ Any member in good standing in this association is 
eligible to enter photographs, sketches and drawings. 
Although it is desired that every displayman attend this 
convention, it is not necessary that he be present to be 
declared a winner in any of the divisions. This will give 
the members living in the smaller towns and cities who 
are not able to attend an equal chance of winning a prize 
or prizes. 
All awards are to be made by comparison by a group 
of judges appointed by the Portland Display Men's Club. 
A photograph may be-entered in only one class except that 


same may be one of the collection in the sweepstakes con- - 


test. All entries and communications should be addressed 
to Bert Muirden, Contest Clerk, 1121 East Stephens Street, 
Portland, Ore. 

Photographs entered may be in black and white or in 
sepia. All entries must be distinctly marked with the 
number and class in which they are being entered. All 
marks and signs of identification must be erased or cov- 
ered over, otherwise entries will be thrown out and dis- 
qualified. The name and address of the contestant raust 
accompany the package for identification by the clerk, 
who will number and record each photograph, sketch or 
drawing. Through this method the judges will not know 
the identity of the entrant and the judging will be strictly 
on the merits of the work. All packages must be sent by 
parcel post, prepaid. 

Matter entered in this contest shall become the property 
of the P. C. A. D. M. and will be used for educational pur- 
poses. Photographs must be pasted lightly on four cor- 
ners of the mounting so that they may be readily removed 
in order to remount in the association’s portfolios for 
preservation. 

The title of Pacific Coast champion will be conferred 
upon ever member winning 300 or more points in the con- 
test and will be awarded a silver loving cup. 

The classifications for this ccntest are as follows: 

(1) Evening Gowns; (2) Women’s Suits, Coats or 
Dresses; (3) Silk Piece Goods; (4) Wash Goods or Dresses; 
(5) Millinery; (6) Furs; (7) Table Linens; (8) Infants’ 
Wear; (9) Lingerie or Corsets; (10) Handkerchiefs or Rib- 
bons; (11) Notions; (12) Toys; (13) Men’s, Women’s or 
Children’s Hosiery; (14) Men’s, Women’s or Childern’s 
Underwear; (15) Men’s Clothing; (16) Boys’ Clothing; (17) 
Hats and Caps; (18) Men’s Shirts; (19) Men’s Furnish- 
ings; (20) Books or Stationery; (21) Sheet Music; (22) 
Silverware, Jewelry or China Art Ware; (23) Men’s 
Women’s or Children’s Bathing Suits; (24) Musical Instru- 
ments; (25) Carpets and Rugs; (26) Draperies and Cur- 
tains; (27) Living Room Furniture; (28) Dining Room 
Furniture; (29) Bed Room Furniture; (30) Gas, Electrical 





or Fuel Ranges; (31) Drugs, Sundries or Cigars; (32) 
Florists’ Window; (33) Groceries or Confectionery; (34) 
Luggage or Leather Goods; (35) National, Local, Civic, 
Charity or Memorial Window; (36) Men’s or Women’s 
Shoes; (37) Best Decoratd Float or Automobile; (38) Pen 
and Ink or Water Color Sketch of Show Window Back- 
ground; (39) Pen and Ink or Water Color Sketch offering 
best suggestion for Window Display, award to be made 
on originality and practical ideas advanced; (40) Blankets 
or Bedding; (41) Phonograph Records; (42) Linoleums; 
(43) Wheel Goods, Bicycles, etc.; (44) Automobiles; (45) 
Decorated Store Interior; (46) Decorated Store Exterior. 

A silver medal and 15 points on the grand prize will 
be awarded the winner of first prize in each of these 
classes; bronze medal and 10 points for second prize, and 
a blue ribbon and 5 points for third prize. A silver loving 
cup will be presented the member winning the greatest 
number of points in the contest. ; 

In the sweepstakes class twelve photographs of window 
displays of any kind of merchandise must be entered. ‘This 
class is intended to get the best average of a displayman’s 
ability and it is urged that as many different lines as pos- 
sible be shown. For first prize in this class a silver loving 
cup and 50 points on grand prize will be given; silver 
medal and 35 points for second prize; bronze medal and 
20 points for third prize, and blue ribbon and 10 points for 
fourth prize. 

A very interesting educational and entertainment pro- 
gram is being arranged, which will insure the convention 
being, as previously stated, the best of its kind ever held 
on the Pacific coasv. 





MURDISON ISSUES BACKGROUND MANUAL 

An interesting booklet, “The Self-Service Background 
Manual,” has just been issued by The Murdison Company, 
Inc., Chicago, Ill., which not only shows the various units 
carried in the line but how they may be constructed to 
form a setting or complete background. This is the first 
publication of its kind ever issued to the display field and 
a copy may be secured by writing direct to this organiza- 
tion. 

The service given by The Murdison Company is a 
new venture in background construction and offers a 
store ‘its choice of buying the unit complete and finished, 
or the natural product with special instructions on how to 
mount, stipple and color in the many finishes so popular 
at the present time 

A maority of the merchants and displaymen in the 
market for decoratives want to know how the various units 
may be used in the finished display, Mr. Murdison, for 
many years an active displayman, stated, and the seli- 
service manual fully explains all points. On one page 4 
decorative piece with a number and price is shown, while 
on the opposite page is gven the actual material used com- 
prising the unit, and asking you to serve yourself accord- 
ing to complete instructions. The idea is a novel and 
practical one and will be welcomed especially by these 
who wish to construct their settings at a small cost. 
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THE DISPLAY WORLD 





Nien Wanted Positions Wanted Gor Sale W ated to Buy | 











SALESMEN 


to sell 


Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “‘C. O.,” 
Care of The DISPLAY WORLD 








WE WANT TO SELL 
ANYTHING 
YOU WANT TO BUY 


in the way of books on draping, 
show card writing, lettering, etc. 
A complete ready reference library 
at the disposal of any displayman 
or card writer makes his work 
easier and provides a source of 
ideas and suggestions that will de- 
velop sreat improvement and orig- 
inality. Address, “B. O. B.,” 


Care of The DISPLAY WORLD 





FOR SALE! 
USED “MESSMORE & DAMON” 


TOY FEATURES 


Including 
1 Santa Claws on barrel (revolving) 


1 Life-Size Mule 
1 Set of Tigers 


1 Set of Lions 
1 Dancing Doll 


2 Flat Clowns (5 feet high) 

2 Life-Size Mule Heads (mechanical) 

2 Life-Size Monkey Heads (mechanical) 
And a conrplete feature, Ali Baba’s Castle 


For Particulars, Address 


| H. C. MILLER 
Care of MacWILLIAM’S, Wilkes-Barre, Pa. 














SALESMEN WANTED 


To sell the finest line of holiday 
ready-to-letter show cards and 
price tickets. They’re easy sellers 
and big money makers. 


Special Proposition to Dealers 


THE LACKNER CO., 


21 W. Pearl St., Cincinnati, Ohio 


MR. DISPLAYMAN: 


There is a big profit for you to 
introduce our window display re- 
flectors in your city and vicinity 
High-class repeat order sellers 
that will assure you of a steady 
income. Old-established house since 
1898. Write immediately for cata- 
log and full information. 


SUNLIGHT REFLECTOR 
COMPANY 


226=228 Pacific St. Brooklyn, N. Y. 





WANTED 

Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 











FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. 75c per 
pair; $4.00 one-half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn 

J. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cal. 





WE ARE GIVING AWAY 
without obligation, ination regarding 
the proper use of color in securing effec- 
tive combinations for window displays, 
show cards, and wherever color is used. 


Address “‘T. C. C.,’ 
Care The DISLAY WORLD. 














WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adaptable for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will be considered 
strictly confidential. 


WINDOTRIM FABRICS, INC., 
17 Madison Ave., New York City 








Advertising 
in the 
Opportunity Exchange 
Brings Good Results 
at low cost 
$1.50 
per column inch 
per insertion 
cash with copy. 











POSITION WANTED 
Display manager with years 
of proven ability desires to 
make connection with a live 
wire organization anywhere in 
the United States; can furnish 
best of references. 

Address, “O. L.,” 
Care The DISPLAY WORLD 
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NATIONAL WINDOW CAMPAIGN BEGUN 
The Woodward-Wanger Company, of Philadelphhia, 
Pa., manufacturers of Parabal, recently began a campaign 
of window displays for their product, which is sold 
through plumbing shops. The first installations, thirty 
displays, were made in Portland, Ore., late in June by 
William G. Batson, of the Northwest Display Service of 
that city, during the national plumbers’ convention. Special 
care was taken to provide unusual displays for the benefit 
of -the visiting plumbers... Mr..Batson also assisted Richard 
Wanger, of the company, in providing pedestals and other 
equipment for their exhibition booth in the convention 
hall, and his assistants made up a number of attractive 
badges for the visitors. The co-operation, beyond the 

actual display work, greatly pleased the advertisers. 





+— 


CONVENTION BUSINESS GOOD 


Hugh Lyons & Company, Lansing, Mich., report that 
the St. Louis I. A. D. M. convention was most successful 
from a business standpoint. They were represented by the 
following representatives: S. S. Newell, Chicago; Earl E. 
Evans, Iowa; Myron Moran, Wisconsin; T. W. Wells, In- 


‘diana; C. B. Meyer, Ohio; J. Edwin White, Michigan. 


Richard Dashiell and L .P. Waller, Baltimore; W. L. Holz- 
haus, Oklahoma and Texas; Ben Fry, factory superin- 
tendent and H. H. Cowan, factory service man. 


DAVID SOBEL’S SONS’ ADVERTISEMENT 


Several revisions in the advertisement for David Sobel’s 
Sons, the well-known New York fixture house, whose ad- 
vertisement appears on page 22 of this issue, are called 
to the attention of The DISPLAY WORLD readers. 

The section of the advertisement containing the de- 
scription and prices of several numbers should read as 
follows: 


Costume Form, enameled body--------------- $22.50 
Costume ‘Form; ‘satin’ bey. 2c, 25.50 
Costume Stand, 7-inch base, 36 to 72-inch 

(Ne | CLs ORR OU tak am Uae seo sans Perel Prem unre ie 8.50 
Hat Stand, 5-inch base, 18 to 36-inch height, 


adjustable wor. stationaty.- 025. 20 4.50 
Hat Stand, 7-inch base, 36 to 72-inch height-. 7.50 
Other costume forms from $10 up. complete with bases. 
Costume stands as low as $3. Special discounts on quan- 
tity orders. Ask for Catalog B. 


LETTERING 


223 Lexington Ave. N.Y. 











Lowest Prices---Better Quality 


BUY YOUR DISPLAY FIXTURES 
WHERE CHAIN STORES GET 
COMPLETE _ SATISFACTION. 


Send For Our Catalog—It Will Convince. 
ANGLO DISPLAY FIXTURE CO. 


246 West 38th Street New York City 
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The kind of wax figures that 
command respect because thev 
are an honest and artistic re- 
production of the human fig- 
ure. There can be no resent- 
ment or curiosity aroused by 
their appearance, because they 
display clothes in a hwman, 
straight-forward and _ attrac- 
tive manner. 


63-65 West 36th Street, New York 


26 Kingston Street 


CHICAGO 
204 W. Jackson Blvd. 
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J. R. PALMENBERG’S SONS, Inc. 


122 W. Baltimore Street 


Inte esting, ‘Natural and Likable 
Wax Figures 
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It is such figures, that 
are so natural as to make 
one forget that they are 
wax figures and concen- 
trate attention on the 
garments displayed, that 
determines their value. 

The figures illustrated 
here, are some of our 
new “Miss” types. They 
are moulded from the 
living model and are ad- 
justable, detachable in- 
terchangeable and wash- 
able. 


SAN FRANCISCO 
11 First Street 
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Modem ‘Treasm 
S Display fica 


A decidedly different Catalog of 
Fall Display Decoratives. Not 
only does it show decoratives, cc ee 

but every page shows a practical Th € Guide to 
illustration of different type win- Better 

dows with merchandise arrange- 


ments and how to use the deco- W, indow Displays - 


ratives shown. 


Your Free Copy of 


is now ready 
It will be a ready reference book 


on what is correct for your Fall . . 
Displays. Write for it Today 


‘Nothing Will Take the Place of Howers’ 


The Adler-Jones Co. 


649 So. Wells St. CHICAGO 














